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YOUR OPPORTUNITY FOR 
Greater Volume—Greater Profits 
Greater Trading Area— Greater Prestige 
Assured Successful Future . . . 
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YOU, TOO, CAN SHARE IN THIS HUGE 
MONEY-MAKING, MERCHANDISING PROGRAM 


Dr. Scholl Foot Comfort Shops are established money-makers 
because: 1. They are backed by the best merchandise—correctly 
merchandised; 2, They benefit by the experience of the great 
worldwide Dr. Scholl organization; 3. They are backed by a 
sensible, thorough merchandising, promotion and maintenance 
plan; 4. They offer a service to the public unique in their ter- 
ritories. 

Take advantage of this rare opportunity to own a healthy, 
productive business of your own—tested and proved! Choice 
protected cities available. ACT NOW .. . write or wire for 
complete details immediately! The Scholl Mfg. Co., Inc., 215 W. 
Schiller St., Chicago; 62 W. 14th St., New York. 
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BOOT AND SHOE 


W HAT a world! Hollywood on 
the screen starts a wave of second- 
hand romance through the feet! 
“Make My Tootsies Romantic and 
the World Is Mine” is a theme song 
that has hit England and recoiled on 


A. Edmond Williamson, Execu- 
tive Secretary of the Chamber of 
Commerce of the Oranges and Ma- 
plewood, New Jersey, writes: 

“A haberdashery merchant of our 
community recently had a visit from 
his sister, who lives in London. She 
brought with her a couple of pairs 
of shoes which she said she had pur- 
cased at a London shop which fea- 
tures ‘American film star seconds,’ 
and which she bought at 7 shillings 
per pair. Our merchant says that in 
his judgment the shoes would sell in 
this country for $6 or $7. The lady 
states that the shop is one of several, 
scattered in various parts of Lon- 
don, which announce that the stock 
is as above designated, although the 
quantity of merchandise in every 


case is so great that the claim on its 
face is evidently preposterous. She 
says that crowds wait at the doors 
each morning for the opening, and 
that merchandising methods are so 
simplified that customers wait on 
themselves and the ordinary fitting 
and sales-person attention are lack- 
ing.” 

A. B. COHEN, vice-president and 
general manager of the United 
States Shoe Corporation, Cincinnati, 


“Good will or confidence cannot 
be built ina season or two but must 
be developed over a period of time. 
The salesman on the firing line can 
and must do the job, for he is in 
constant touch with these merchants 
and can do a great deal toward ce- 
menting a better understanding be- 
tween the -house he represents and 
the customer he calls upon. The 
salesman’s responsibility today is 
that of not only selling, but being a 


[9] 
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merchant. He must work with his 
customers along different lines. He 
must show the dealer ways and 
means of selling the consumer. 
When a salesman has shown his 
product to the dealer, his job is only 
partly done, for he must give the 
dealer information and ideas that 
will enable him to move this mer- 
chandise off the shelves profitably 
and unless this is done, the job is 
not completed. 

“The sales force in the retail 
store plays a most important part 
in the success or failure of a prod- 
uct. Quite often a shoe is con- 
demned by the sales force—yet a 
25c or 50c P.M. moves that num- 
ber out of the store. There should 
be a better understanding between 
the merchant and the sales organiza- 
tion. They should be willing to co- 





operate with the merchant and they 
must work together, aiming at the 
same goal, for the merchant’s suc- 
cess means steady employment for 


the sales people. 
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“A great number of expressions 
reach us in this business during 
the year from sales people on the 
floor, merchants, and merchandising 
heads. They all make us feel keenly 
the interest in our own product. 
There are just enough bricks among 
the roses to indicate that our good 
friends are giving us a sincere ex- 
pression of opinion and are not hes- 
itating to make criticisms when they 
think them proper. We follow these 
good opinions and each season finds 
us working harder than ever to help 
the dealer move our merchandise off 
his shelves profitably.” 


@VER here it’s deodorization of 
leather and treatment of linings for 
hygienic, sanitary and germ-proof- 
ing reasons. Over there, they are 
contemplating decontaminization of 
leather. The Shoe and Leather Rec- 
ord of London says: 

“An important part of the work 
of air-raid precaution consists in 
decontaminating articles that have 


O? 


been in contact with poisonous 
gases. Many gases are quickly dissi- 
pated by draughts, but some, of 
which mustard gas is the chief, are 
only slowly dissipated. In the early 
days of A.R.P. no method of decon- 
taminating leather articles from 
mustard gas was known, as the 
usual way, by immersion in boiling 
water, destroyed the leather. The 
research staff of the British Leather 
Manufacturers’ Research Associa- 
tion, however, have worked out a 
method of decontaminating leather 
and leather articles which consists 
simply in immersing the contanti- 
nated articles in warm water for 
several hours. This has been exam- 
ined by the Chemical Defence Re- 
search Department of the War 
Office, who report that it is both 
feasible and effective. 

“An exhibition illustrating the de- 
contamination of leather in war- 
time was held recently at the 
Leather-sellers’ Hall, St. Helen’s 
Place, London, E. C. Samples were 
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—Friend Tom Kane, having read 
my editorialette in July 8th issue 
of Recorder, sends me this very 
appropriate “follow-up” . . . 

Once upon a time a great prophet 
addressed a herd of donkeys: “What 
would a donkey require for a three-day 
journey?" 

"Six bundles of hay and three bags 
of dates,” they replied. 


"That soundeth like a fair price. But 
| have for only one of you a three-day 
journey, and | cannot give six bundles 
of hay and three bags of dates. Who 
will go for less?" 


Behold, all stood forth. One would 
go for six bundles of hay and two bags 
of dates, another for three bundles and 
one bag. One especially long-eared 
donkey agreed to go for one bundle of 
hay. 

Spake the prophet: “Thou are a dis- 
grace to the herd, and an ass. Thou 
canst not live for three days on one 
bundle of hay, much less undertake the 
journey and profit thereby.” 

“True,” replied the ass, hanging his 
long ears in shame, “but | wanted to 
get the order." 


And from that day to this, price cut- 
ters have been known as asses. 


Sa 


President 





shown of commercial leather arti- 
cles together with similar samples 
after contamination with droplets of 
liquid mustard gas and subsequent 
decontamination by the Research 
Association’s method. The opera- 
tions were carried out by the Chem- 
ical Defence Research Department. 
Other exhibits showed a wide range 
of goods which had been submitted 
to the new decontamination process, 
but without having first been con- 
taminated. The method can be used 
without causing damage, on nearly 
all modern leathers and leather ar- 
ticles, including footwear, clothing, 
gloves of the modern washable type, 
military and.sports equipment and 
brief cases.” 






WILLIAM H. YOUNG, Acting 
City Health Officer of Newark, N. J., 
warns: 

“The fitting of shoes on women 
without stockings must stop. There 
is a great danger of the transmis- 
sion of many ordinary skin infec- 
tions—athlete’s foot, for instance,” 
Mr. Young said in explaining his 
action to Commissioner Pearce R. 
Franklin, who has jurisdiction over 
the Health Department. “About 60 
per cent of the people have it or 
have had it, while 40 per cent are 
waiting to get it through the many 
mediums of transmission.” 

Newark has a health ordinance 
prohibiting stores from fitting stock- 
ingless customers, but it appears 
that many women are unaware of it 
when they go shopping for shoes. 

* * - 


NEWTON ELKIN of Newton Elkin 
Shoe Company, Philadelphia, Pa., 
says: 

“The great variety of types neces- 
sary to meet the style demand of the 
industry makes shoes particularly 
vulnerable to unfair practices. The 
unfortunate part of the whole situa- 
tion is that this practice of cancella- 
tion is not only confined to those 
who do not give signed orders but 
in many instances shoes are arbi- 
trarily returned even though signed 
confirmation has been given for the 
orders placed. 

“The result of this practice not 
only causes a terrible hardship on 
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the manufacturer but also creates an 
unfair competitive position for those 
merchants who try to operate their 
business on an honest basis. 

“While it is very nice to appeal 
te the moral side of the subject, it is 
my opinion that it wil never be 
changed until some method is de- 
vised whereby those who continue 
these practices are in some wa) 


penalized. However, it is possible 


that if a campaign along the lines 
of your article be continued, it 
might eventually produce some ef. 
fective action.” 















4SUY MANLEY of E. P. Reed and 
Company, Rochester, New York, 


says: 


® 


“The phrase ‘it’s smart to be cun- 
ning’ and ‘dumb to be honest,’ in 
my mind, explains present world 
conditions. However, out of the 
mess, I am hopeful, regardless of 
moral preachments, men will become 
intelligent enough to realize that 
honesty is the only thing on which 


we can pin our future.” 





* e *% 


WE have the modern automobile 
to thank for a good portion of our 
increased sales in sport shoes, Carl 
Fliesbach, manager of all Walk- 
Over Shoe stores in the Chicago 
area, believes. He points out that in 
the old and early days of automo- 
biles they were so open to the 
elements and permitted so much 
dirt and dust to seep in that old 
shoes and old clothes were the ac- 
cepted costume. Today, however, 
the streamlined comfort-built models 
make it possible for men and 
women to dress in attractive sport 
and travel clothes. The present sea- 
son is the best for men’s sport shoes 
with his company since the first 
year of the Fair in Chicago—with 
ever 80 per cent of the men’s shoes 
sold being classed as sport models. 


e 
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SAM SULLIVAN of Laredo, Texas, 
says: 

“May I compliment you on the 
constantly improving wealth of 
usable information in the Boot aNnp 
Suoe Recorver.” 





* * * 


WEIR STEWART of Marshall, 
Meadows & Stewart, Inc., Auburn, 
New York, tells us: 

“I’ve just read with the greatest 
of interest Charles Henry Brown’s 
letter. I think he has hit the nail 
_ right on the head and it is one of 
__ the most serious problems which the 


_ shoe industry faces. New tools at 
_ retail are developed in every indus- 
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try which make for greater effi- 
ciency and a nearer approach to 
perfection. The shoe industry is 
loath to take up these new instru- 
ments and is willing to trust to 
guess work, despite the insignificant 
cost of the instruments involved.” 


BBERNARD FREEMAN of the 
Palais Royal Shoe Department in 
Shreveport, La., tells us: 

“Why look to send American- 
made shoes somewhere else. If the 
manufacturer would make the right 
kind of styles, these same shoes 
could be sold in any store in the 
United States, especially at clear- 
ance prices. I, for one, right here 
in Shreveport, Louisiana, could sell 
as many black patent shoes with 
closed backs that would be possible 
to get. We can get open backs and 
open toes, but the public is sick of 
these styles already. I say, get all 
the style creators together and give 
us styles that will take and we won’t 
have to look around for a foreign 
port to send our left-over shoes. 
That’s my suggestion to the shoe 
industry.” 

WHEN you are in St. Louis don’t 
drop in at Charlie Williams’ store 
on a Thursday afternoon if you 
want to find that genial fresh water 
captain at home. For that is the day 
Charlie and his boat are rulers of 























































“| forgot to ask when | bought these last week—How do you get ‘em off?" 


the mighty Mississippi. But stop by 
on Wednesday and like as not you'll 
find yourself the next day sailing 
the river and picnicking on the 
rocks at his favorite spot high above 











the point where the Illinois joins 
the Mississippi on its long road to 
the Gulf. For Charlie is devoting his 
Thursday afternoons to his boat, 
and, big-hearted skipper that he is, 
likes to take a good crowd with him. 


+ ae wt 


W.. F. RICKEY of John R. Evans 
and Co., Boston, Mass., says: 

“Cancellation is a condition which 
is prevalent in the shoe and leather 
industry and several efforts have 
been made to overcome it. So far 
they have not been very successful. 
I do think there has been recently 
some change for the better. 

“Mr. Anderson might want to say 
further that a person buys stocks 
and bonds, he pays cash for them 
and if these go down, the interested 
company does not reimburse him 
nor can be send them back and have 
his money refunded.” 

















READY-TO-WEAR 
POINTS THE WAY 


N ew Silhouettes in Coats, Suits and Costumes Call for Smooth, Glove- 
fitting Shoes. After Black, the Shoe Merchant's Consideration of Cos- 
tumes Should Include Brown, Green and Gray. 


BBUSTLES, ruffles, peplums, bows, back fullness, front 
by , fullness, shirrings and pleatings—so runs the Fall stor) 
ELEANOR RUTLEDGE from the recently opened ready-to-wear market. Trim- 

ming interest centers in the skirt especially the back, 

where the new fullness is most often found. Blouses 
are, by comparison, plain. Waistlines are fitted, in coats 
as well as dresses. Shoulders are wide but smoother 

The long, or longer, sleeve is the most popular. Neck. 

lines, in volume styles, are still high, calling for neck. 

laces or elaborate clips or pins. Gold is still the favorite, 
especially for black dresses. Contrasting materials. 
shiny against dull is a typical treatment. 

Smooth weaves are the most important, and there are 
several new ones on the market. In woolens, ondé 


(needle or pin-point) is the newest and most interesting. 
Leading woolen manufacturers have it in several dif- 
ferent versions. Twill also has importance this Fall. 
It has the advantage of being easy to drape, having firm 
texture without bulkiness. Faille is a leader for dresses 
for immediate selling, and there are faille and suede 
shoes on the market. 


THERE will be many furs in the fashion picture. They 
are used in unusual ways on cloth coats—as yokes. a: 
tailored lapels, as plastrons, as sleeves, as boleros (very 
often detachable from the coat), and, of course, « 
collars—sailor, round, etc. Both flat and fluffy furs wil 


Typical of the Fall trends in ready-to-wear is 
this ensemble from Eisenberg. Note the 
chiseled waistline of the coat (repeated in the 
dress), the flaring skirt and the crunchy woolen 
fabric which comes in a soft gold, grape, deep 
blue, wine rust, deep-Africa brown or black. 





find a place in the fashion picture The volume leaders 
are Persian lamb—and there is brown as well as black— 
silver fox and mink. Sheared beaver is also being 
talked about a great deal, and its silvery brown tone 
fits well into the new interest in taupe browns. Brown 
is, of course, the fur color which is the most important 
to watch. It is the brown in furs which will sell your 
brown shoes. 


ALTHOUGH brown in fabrics has not been given as 
large a percentage as green by some of the volume- 
buying houses, it is possible that it will increase as 
the season progresses. New York stores are showing 
it now for early Fall dresses, in addition to the peren- 
nial first black dress. Black in Winter dress coats rates 
75 to 80 per cent. With these, the furs mentioned above 
and, in addition, some cross, red and ruby (a new 
color), foxes will be worn. And here, we feel, will be 
your chance to sell brown shoes in the second run. 
Both reddish and very dark brown leathers will fit into 
the fur picture. 

Green has been coming into prominence gradually 
and it looks as though there will be a real interest in 
two shades of green this Fall—the dark-blue green 
and the lighter yellow green, olive or moss. With both 
of these shades brown furs will be worn, blending espe-. 
cially well with the olive greens. 

Grey, like green, has been gradually coming to the 
fore. Here, again, brown furs and brown accessories 
should have an important place. Some wine and a 
very few blue coats are also expected to sell. 

In sports coats, much color in new kinds of plaids. 
also stripes, and light neutrals in oatmeal mixtures, will 
both be popular. The plaids will be best in higher- 
price lines. Campus coats will be bright in new blues, 

[TURN TO PAGE 27, PLEASE] 





A smart adaptation of the vogue for 
bustles and bows is this bustle belt which 
when removed, leaves a simple fitted 
waistline. The suede of the belt can be 
matched in shoes, gloves or handbag. 
(Courtesy of Criterion Belts.) 


Shoe on opposite page: Folded tongue 

and decorative stitching are the smart 

tailored touches on this low keg-heeled 

step-in of crushed kidskin, an ideal type 

for the season’s new tweeds. Newton 
Elkin. 


On this page, left: Low suede step-in 

with fine dressmaker detailing in piping 

and grosgrain appliqué. Selby Arch 

Preserver. Lower shoe: Dressy step-in, 

the high front lightened and softened 

with fine cut-outs and draped treatment. 
Brauer Bros. 
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STOCKS FOR THE FALL SEASON 


M ost Important Lesson for Retailers to Learn from the Experience 


of a Summer in Which Buying Errors, in Many Instances, Proved 


Costly. Why the New Fall Styles Appeal to Customers 


Written expressiy for BoOeT AND SHOE RECORDER 
by a prominent buyer of women’s shoes 


NOW that the early Fall season’s buying is over and 
some of the shoes are in stock and selling, the great 
question of what is next must be faced. If possible, 
let us forget our losses on too much Japonica, too many 
open backs, too much follow-the-leader type of buying, 
and too little thinking before we buy. The season that 
we are now leaving should teach all shoe men to think. 
The greatest lesson to be learned from the debacle of 
the Summer of 1939 is “Balance Your Stocks.” Neither 
go crazy on a color, type or style of shoe to the extent 
of excluding almost all others. There are still some 
people who want black kid oxfords and basic footwear. 
By the same token the high-styled public is still with us. 

The new Fall shoes are being accepted in an enthus- 
iastic manner for several reasons. First, because they 
look distinctly different due to the new lasts. The 
Sultan, Balloon, Bull Dog, or pug toes, not only give 
shoes a new look but shoes made over these lasts are 
selling. Such comments as “My, but they look short,” 
or “Are they really 9AAA’s,” prophesy success for 
novelty lasts. Shoes made over walled and square-toed 
lasts are really staples today. Make sure when buying 
shoes made over these lasts that the manufacturer has 
the proper wood, not a made over, out of date last, 
or they will neither fit nicely nor look new. In our en- 
thusiasm, let us not suppose that every one will wear 
novelty lasts. Good fitting, properly made, correctly 
styled footwear made over orthodox lasts will be the 
biggest sellers. The novelty lasts give us that new talk- 
ing point which is so necessary to create an interest in 
the buying public’s mind. 

The second reason why Fall shoes are selling and will 
continue to sell is due to the varied selection and types 
of shoes being shown. A salesman can sell a customer 
shocs for the occasion and not merely one style to go 
with everything. The manufacturers have extended 
themselves in making stylish low heeled walking types. 
14/8 and 15/8 heeled shoes are having immediate, tre- 
mendous success. 

Walking and sports types with platform soles, if 
properly made, are very much in the picture. Shoes, 
numbered 2 and 4 in the accompanying sketches illus- 


trate the type. Welts and stitch downs, in low heels 
are gaining momentum. The pump, both high built 
and the low type is No. 1 shoe for Fall. The intelligent 
use of elasticized leathers has brought pumps into this 
position. Both spectators, which have been much 
neglected for a couple of years, and dressy types are 
selling. Pumps must have that short, flattering look to 
sell and this effect may be obtained through the clever 
use of walled lasts, bows, or contrasting materials. The 
pump illustrated in sketch number 3, with the square toe 
plus saddle stitching, is a winner, both with a high 
continental heel and with a 17/8 semi-keg heel. 

Oxfords are next in importance. In corrective types 
they are, as always, first. However, high built elasti- 
cized pumps, which have oxford fitting have cut in on 
the number of oxfords that are being sold: Again let 
us not confuse the issue. Pumps are the leading style 
type but do not slight your basic or sport oxfords. After 
pumps and oxfords follow the strap types and these 
have not been neglected in the style parade in shoes like 
number 5. For dressy afternoon and cocktail wear 
cleverly designed models are selling. 


THE third reason why early Fall shoes are selling su 
well is the varied use of different materials. Suede 
naturally leads, but suede is not everything as we have 
attempted to make it in other Fall seasons. For several 
years in the Fall if a customer did not wish to buy a 
suede shoe she had very little else to choose from. This 
season she may have suede, alligator, kid, calf, patent, 
alligator calf, lizard or many other simulated leathers. 
This is making selling easier and giving the merchant 
more multiple pair sales than he has been enjoying of 
late. Let the customer buy what she wishes plus the 
extra pairs which we are then able to sell her. The sell- 
ing of the extra pair is based upon the assumption that 
we have the first exactly as she wants them. 

The fourth reason why shoes are being readily ac- 
cepted, is due to a proper balance of the color picture. 
The return of brown shoes will help our volume. We 


never get rich selling our customers black only. Brown 


[TURN TO PAGE 36, PLEASE} 
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KEEP UP WITH 


WARNING parents to give better care to the “feet of 
tomorrow,” Dr. Otto N. Schuster, who presided at a 
recent meeting of the Podiatry Society, State of New 
York, he'd at the New York World’s Fair, gave two rea- 
sons why children’s feet today are not so well formed 
as their parents’. Children today have to walk on hard, 
unyielding surfaces from their first steps, he explained, 
and the many styles in children’s shoes, selected by more 
style-conscious mothers, have harmful effects. 

“More and more are we becoming ‘aware of the preva- 
lence of weak feet among our school children,” he said. 
A recent survey in a New York high school showed 60 per 
cent defective feet. The need for proper prophylaxis in 
the prevention of foot disorders is when the future citizen 
is in his or her school days.” 





by BR. E. ANDRUSS 


A cooperative newspaper ad idea that could 
be enlarged for a window poster card. In the 
ad, store names could be carried out in a box 
at the bottom. 
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YOUR CUSTOMERS 
IN FITTING CHILDREN’S SHOES 


Emphasize in Your School Shoe Ads and Promotion the Importance 
of the Right Shoes, Correctly Fitted, to Maintain the Foot Health So 
Essential for Active Outdoor Youth 





Large simulated slates carry out the school 
idea and form the background for a windou 
display of shoes for back-to-school wear. 


THERE are only two types of customers for children’s 
shoes—those who know how they should be fitted and 
why, and those who don’t know. The first group is 
rapidly reaching the point where they put the shoe 
store “on the spot” just as the fashion-wise women 
have given the stores that couldn’t appreciate the need 
for knowing style coordination a merry chase. The 
second group must be educated to overcome the “over- 
the-counter” buying of children’s shoes that is so 
prevalent, and harms both the youngsters and the re- 
sponsible shoe stores. 

Yet, when the subject of a national movement to 
identify the stores that do a fitting job was broached 
to a store that is considered outstanding, the merchant 
said: “You and I got along without all this fuss, didn’t 
we? And I don’t think we’re any the worse for it.” 
Thus the progress made in developing a program of 
education is so slow that today’s children will be draw- 
ing old-age pensions before anything really happens. 
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Now, the problem of serving children well and teach- 
ing the parents is left to the comparatively few stores 
that recognize and appreciate their responsibility, AND 
TO PEOPLE AND PUBLICATIONS OUTSIDE THE 
SHOE INDUSTRY who are more alert to the wants of 
the public and its needs than those who should be first 
to sense shoe trends. 

Just as many shoe stores are today frantically trying 
to catch up with the fashion parade, so will another 
group suddenly discover that they, too, are way behind 
their customers. Remember how many stores sought 
to get away from the style bugaboo by turning to 
“health shoes”? And how the villain Fashion pursued 
them, even there? Neither will the children’s shoe 
sellers escape by sidestepping the issue; the procession 
will go on without them. 

As this is written the millions who make up the 
reader audience of three great national women’s maga- 

[TURN TO PAGE 35, PLEASE | 





Retail Shoe Store 


CALENDAR 


For AUGUST 
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Fall window dis- 
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WHAT have you planned 
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YOU will want to change 
all your window displays 


today for the coming week. If 


7 


you have any Fall footwear 
make a feature display of it 
with cards emphasizing that 
these cre ADVANCE styles. A 
window of staple men's styles 
or of women's silk hose will 


5 FEATURE your advertised 
specials in your windows 


5 


Bea gih 


the heating 
plant been checked over? 
iiding? Has 


the coming Fall and 
Have all needed repairs been 
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Take care of these things in 


August. You will be too busy 


later. 


10 IS your store ready for 
Winter? Has 
made to the bu 


should have a 


7 you 


TODAY should find you 
with more early Fal! 
arrange a very interesting 


styles in stock so that you can 


14 


ane 
Hipual 
ity Hal 
ois Hint 
iinet 
; ah 
sae 

aii! il 





awe 


<x<_Jawn sw 


A ugust Marks the Beginning of the Fall Selling Season 


and Should See the Completion of Final Plans and Prepa- 


rations for the Busy Autumn Months Ahead. Summer 


Merchandise Should Be Well Cleared Out by Now to Make 


Room for the Influx of New Fall Styles 


323 $3 5 


19 OF course you will have 

all your Fall shoe styles 
prominently displayed in the 
windows for today. In addition 
to the windows, why not ar- 
range a smart table display 
just inside the door, where 


display cards. 


IS the interior of your 


or the wrong type of lighting. 
The cheerful, well-lighted store 
is bound to do more business 
than the poorly-lighted one. 
Which kind of store would 
YOU prefer to shop in? 


16 THE day for the weekly 
check of stocks, And as 
your shelves fill up with new 
Fall stock this check takes on 
@ new importance. Are you 
going to make full use of it 
to give you a real stock con- 
trol for the balance of 19397 
it will make money for you! 


Q1 EACH week when “oe 


change your window 
a you should get more 
Fall atmosphere into them. 
This week, with a good variety 
of Fall styles in stock, you 
should be able to arrange an 
exceptionally smart display 
that will start folks thinking 
about the coming season and 
the things they need. 


95 TODAY'S ad will prob- 
ably more selling 
appeal if you introduce the 
“Back-to-School” theme, as 
well as the Fall Styles idea. 
You can build a good, strong 
ad around the “Back-to- 
School" idea and include in it 
most every Fall footwear line 
you want to feature. 


17 HAVE you an adequate 

system for securing the 
names of new customers to 
your store? If not, why don't 
you devise one before the Fall 
season starts? It is the very 
best way to secure new names 
for your mailing list. Let the 
record show the size shoe worn 
and other pertinent informa- 
tion. 


9 YOUR Fall announce- 

ment should be mailed 
out soon. Probably you will 
want it to go in the mails one 
week from today and certainly 
no later than September |. 
Will it be printed in time? Why 
not address the envelopes in 
advance, as a time-saving 
measure. Cover your entire 
mailing list. 


96 IF yesterday's ad was 
a “Back - to - School” 
ad then you should have a 
good, strong window to back 
it up. All salespeople should 
be instructed to mention your 
“Back - to - School” drive to 
every customer today. It will 
remind many of their footwear 
needs for the next few weeks. 





31 AS far as you are con- 

cerned today is the last 
day of the dull Summer sea- 
son, Are you prepared to 
jump into a busy Fell? Have 
you made complete plans for 
September to insure your get- 
ting your full share of the 
local shoe businness? Give 
your plans a final review to- 


day. 


18 IN today's newspaper 
ad for Saturday selling 
feature Advance Fall Foot- 
wear Styles. If your new Fall 
shades in hosiery have ar- 
rived, give this line a play also. 
Do not use big space, because 
the results will not justify it, 
but design as smart an ap- 
pearing ad as you possibly 
can. 


9 3 THE day for the weekly 

check of your stocks. 
Watch the results of these 
weekly checks closely for the 
next few weeks and you will 
know which Fall styles are 
going to be the accepted fa- 
vorites and which ones you 
should clear away before they 
become turn-killers. The check 
tells you alll 


98 IF you installed a 
“Back-to-School window 
on Saturday, it should remain 
in place all of this week. There 
should also be a Fall style 
window with display cards re- 
minding folks that they should 
have their new Fall shoes be- 
fore the Labor holiday next 
Monday. 
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Trade Talk versus Customer Language 


WE would like to expand on the idea developed in 
the Research of Atlanta as a marketing center, where 
one of the conclusions reached was as follows: 

“Talk the customer’s language! As a merchant you 

buy ‘Spring shoes’ and ‘Fall shoes’ but the customer 

buys a pair of suede shoes to go with a certain dress, 
spectator shoes to go to football games, etc. The above 
conclusion is based on the experience of white shoes 
in Atlanta. Trade talk has it that you've got to sell 
white shoes before Easter. This year none were sold 
before Easter and whites are in demand even now.” 

Trade custom is liable to lead to hide-bound habits. 
People want what they want when they want it and 
season is not as important as it once was. 

You are planning your Fall promotions! Take this 
little tip for what it is worth. Make your first announce- 
ment “Fall Presentation” and then forget the word 
“Fall” because it is a dating habit. 

Last season we saw retail advertisements using the 
word “Spring” in January and the Spring song went 
all the way through June, to finally appear past-dated 
in July clearances. Certainly the customer wasn’t think- 
ing of those shoes in terms of the calendar, but rather 
as practical, pleasurable shoes to be worn immediately. 

How many times has a customer come into the store 
and asked for a Fall shoe or a Spring shoe as such? 
More often the customer has come in saying: “I want 
a pair of black shoes to wear to a party; brown shoes 
to wear with a suit,” or specifically says: “white kid, 
black suede, patent leather.” 

The customer’s language is the language of selling. 
Trade talk is professional jargon. Most of the pro- 
motions now being used in window display and even 
in advertising come out of the nursery of the human 
mind. ... A big honey jar in the window to emphasize 
the honey color; a huge piece of asbestos toast to pop- 
ularize the toast color; wine bottles and labels to carry 
the association of wine colors. All may seem to be 
simple eye-attractors, but, after all, the customer wants 
shoes and in most cases the dramatized lump in the 
window either diverted the public’s mind to something 
else or overfilled the windows so that the shoes were 
ignored. 





by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


The limit of all promotions as such was the era of 
bird cages that filled every window last year. Why the 
bird cages? We never could discover their sales ap- 
peal. You can capture the spirit of a use for footwear 
in a little more practical manner by emphasizing the 
shoe and its appropriateness for walking, dressing and 
“eventing.” 

How far down the line can shoes go in ga-ga com- 
petition through the use of glamour words? Romance 
has its place, but everyone doesn’t live in “castles in 
the air.” Read the following: 

“She comes into your store, demurely divine in a 
fur coat named ‘Ice Sable, wearing a toque called 
‘Fickle as a Feather,’ wearing a dress ‘Coronation 
Revere,’ a shade of hose called “Myth, a silk slip ‘Ca- 
ress, and a euphonious, if evanescent girdle named 
“Hug-Me-Tighter.’ And do you take the wind out of 
these air castles by offering prosaically, ‘One Cent 
Sale Today, Week End Specials in Toiletries?’” So 
writes Miss Ruth McInerney in the American Druggist. 

We believe in the touch of charm in advertising and 
in windows, but, after all, there is a reality to the right 
shoe in the right color in the right fitting—and price 
alone is not the only appeal. We wouldn’t like to see 
the conversation of the clerk retreat to the old bromide: 
“This is a pretty shoe,” but we would like to hear 
something out of the voice of the fitting stool, descrip- 
tive of the shoe. 

When it comes to broadcasting, read this paragraph 
from Ben Hecht’s “A Book of Miracles”: “The written 
word grown hysterical loses its meaning, and to what- 
ever idiotic enterprise of bargain it seeks to lure one, it 
must retain not only its grammar, but also some sign 
of dignity. The spoken word has no such handicap. It 
does not exist, alvofly, within its own content. It is 
not merely a symbol. Behind it the speaker can moan, 
gurgle, rumble with passion, and play the whole shame- 
less orchestra of human emotion.” 
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HY do most men ask for 

rubber heels when they 
bring their shoes—even their new 
shoes — to a shoe repair shop? 
They do so because they prefer 
ihe comfort and quiet that only 
rubber heels can give them. 


And why do more people ask for 
Goodyear rubber heels than for 
any other kind? Because they’ve 
found these heels give them 
greater comfort, longer wear, bet- 


THE GREATEST NAME 





ter appearance and higher value 
than do any other kind! 


Shoe manufacturers realize that 
heels with those features can add 
sales appeal to their shoes. That's 
why they’re willing to pay more 
for either the Goodyear Custom 
or Wingfoot Heel. 


They know these heels help you 
do a better selling job for their 
shoes! 


IN RUBBER 


Wingfoot —T. M. The Goodyear Tire & Rubber Company 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 



















































Plate 1: A piece of leather aud two pieces 
of lining material from the same shoe were 
put in sterile nutrient agar and incubated 
jor 72 hours. The profuse growth of bac- 
teria and molds from these various pieces 
indicates that bacteria and molds were 
present in the materials before they were 
planted. All of these bacteria and molds 
are not necessarily disease-producing 
germs, but it proves that all kinds of 
germs could and do live and propagate on 
these materials. 





Plates 2 and 3: These are the reverse of 
plate 1. The pieces of leather were frst 
Antiseptized. In plate 2, molds were in- 
troduced into the nutrient agar before the 
treated pieces of leather were planted. 
After incubation, profuse mold growth is 
visible all over the plate except around 
and on the Antiseptized leather. In plate 
8, bacteria were introduced into the nutri- 
ent agar before the treated pieces were 
planted. Here, too, profuse growth of bac- 
teria is visible all over the plate except 
around and on the Antiseptized leather. 


Thies series of pictures shows that ordinary leathers (or textiles) have no 
resistance towards bacterial or mold attack, but on the contrary, form a good 
breeding ground for all sorts of germ life. Antiseptized leathers (or textiles), 
on the other hand, are free from germs and immune to bacterial or mold 


attack. 


Aleng the Route of Baeteria Control 





An Interesting Recent Development in the Treatment of Shoe 


IT is an interesting fact that prophylaxis (Greek: pro, 
before, and phylasso, I guard) against bacterial disease 
and prophylaxis to insure personal daintiness are very 
closely related. Here is why: As you know, the world 
of microbes, that world of minute living beings, propa- 
gates everywhere as long as traces of organic sub- 
stances (foods for bacteria and molds) and a little 
moisture are present. 

Bacteria and molds (fungi) lead lives in a simple 
way, very much like our own lives. They eat, grow 
and multiply. The food requirements of these tiny crea- 
tures are very simple, that is why they live and propa- 
gate on practically anything. On the other hand, the 
mechanism of their food digestion is chemically almost 
as complicated as ours and the end products of their 
digestion are a series of decomposition products. Some 
of these decomposition products are associated with 
evil smells and are familiar to all of us under the name 
of “bacterial or fungi decomposition odors.” 
Decomposition odors, therefore, are always associated 


Leathers and the Scientific Principles upon Which It Rests 


by DR. RUDOLPH REBOLD 


with germ life; and from this it follows that the absence 
of germs means the absence of decomposition odors. 
Thus it now becomes evident, as pointed out above, that 
prophylaxis against disease which deals with the re- 
moval of one of its most important causes, namely, 
eradication of bacteria and molds, automatically be- 

comes a prophylaxis to insure personal daintiness. 
What are the measures which will promote such 
prophylaxis? First and foremost, of course, is physical 
cleanliness. Most people think of cleanliness only from 
a visual or physical point of view; i.e., it looks clean 
or it looks dirty. The importance of cleanliness, how- 
ever, is much more fundamental than that. Dirt and 
grime are always associated with food products for 
germs and the presence of food means abundant life 
for disease and odor-forming bacteria and molds. N. 
food means no life; therefore, cleanliness is the firs! 
principle in keeping bacteria and fungi away, by th: 
simple process of starving them out. Some materials 0: 
[TURN TO PAGE 37, PLEASE | 
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it probably is—because Production 
Men find that BREASTLOCK 
HEELS speed up production and 


turn out better quality footwear 


well within cost allowanees. 


They eliminate three operations—/flap-splitting, flap- 
laying and flap-trimming—which, on Continental and 
Boulevard heels especially, are slow, costly and unsat- 
isfactory operations. There is no waiting for breast- 
flaps to dry; a special benefit during muggy weather. 
Consequently Production Men find that they can make 
more shoes in the same space on the same lasts when 
they use BREASTLOCK HEELS. 


And you'll be pleased to know that, in spite of all 
these advantages, most types of shoes cost no more 
with BREASTLOCK HEELS; some cost less. 
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SHOE CLUBBERS 
POUND THE FAIRWAYS 


Clear Weather and Beautiful Setting Provide 
Ideal Day for Shoe Club Golf Tournament 


Arthur Livers, Frank Brothers, lines up a 

long one as Ed. Rinehart, Maurice Miller 

and Irving Karten look on. Incidentally, 
he made it. 





, president of the Shoe Club; Miss Morganstern, sec- 
retary; Tom England, president of the Boot and Shoe Travelers’ 
Association, and Dick Greene of O'Donnell, pose obligingly beside 


the swimming pool. “Commodore” Harry Kushins (note 


the hat) and Harry Weinstein watch 

John Jerro line up a long one. None 

of these fellows were in the money 
but they had a swell time anyway. 


Left: “Off the first.” The tall 

brawny guy in the middle o/ 

the tee is Barney Kimless of 

Carmo, who's easily recogniz- 

able with his blue slack suit. 

The others are not so easy so 
we'll let ’em go. 


Right: Ben Barnett wasn’t as 
lucky as Arthur Livers on this 
one but he made a good try. 
That's by ray fdr ie marae 9 in 
back @ ary Good- Herb Lehmann wallo ' 
s , ps a straight one 
sight and _—— ht Shaffer on down the fairway. And it was straight 
5 too, even with the cigarette. Herb 
won low gross honors at this tourna- 
ment and also at the Travelers’ out- 
ing the week before. Both in the 80's. 





| pir Mothers everywhere are 
saying, “Why didn’t someone 
think of Baby Deer Shoes before?” 
And small wonder . . . they are so 


dainty, so practical, so different. 


Nothing has captivated the Mother 
Market quite so 
ACCEPTED 


quickly or suc- 


cessfully as Baby 


Deer Shoes. In 
less than one year 


these shoes, in 





and 


felt, kid 


glove leathers, each packed in a 


colorful washable 
transparent Vue-Pak package, have 
won a feature position in more 
than one thousand of the country’s 
outstanding stores ...and have 
won the hearts of Mothers every- 


where. 


Put Baby Deer Shoes to work building 
new Mother Customers for you. 
Write or Wire for samples, prices and 


complete information. 


BABY DEER SHOES 


TRIMFOOT «+ 


4060 Forest Park Blvd. « 


ST. LOUIS 


- appeal is 


buy — appeal 


No. 500 — White Washable Kid with 
“Cuddle-Back Construction.” 











Samples of Shoe 
Cloths made of 
“DARLEEN” elastic 




















DARLINGTON FABRICS CORPORATION * 180 MADISON AVE., NEW YORK 
The names of Distributors of Darleen will be supplied on request. 
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FRANKLIN R. JOHNSON. PROMINENT USMC 
EXECUTIVE. PASSES 


Long Associated with Corporation in Its 


Eyeletting Division, He Was Regarded as 
Expert in This Field and Also Had Other 
Important Business and Social Interests 


Boston—Franklin R. Johnson, of 
the United Shoe Machinery Corpora- 
tion, died at his residence, Longwood 
Towers, Brookline, after a brief illness, 
on July 19. Mr. Johnson was widely 
known in the industry through his long 
association with the eyeletting business 
of the corporation, in which he was 
considered not only an expert in pro- 
duction but in merchandising. 

Mr. Johnson's genial and generous 
nature endeared him to a wide circle 
of friends by whom he will be greatly 
missed. He was born in Ansonia, 
Conn., October 24, 1864, and was the 
son of David Treat and Sarah (Lind- 
ley) Johnson and a descendant of 
Colonel Ebenezer Johnson, who was 
prominent in the French and Indian 
War. 

His early education was received in 
the local schools and at Russell’s mili- 
tary school in New Haven. 


Early Business Connections 


He was in succession associated 
with the Aluminum Brass & Bronze 
Company of Bridgeport, Conn.; the 
American Brass Company, Ansonia, 
Conn.; the Ansonia C. & C. Co., and 
the S. 0. & C. Co. of Ansonia. The latter 
company was one of the large pro- 
ducers of shoe eyelets and of this 
company Mr. Johnson became the head. 
Through this association he came to the 
United Shoe Machinery Company in 
1901 when the S. O. & C. Co. became 
one of its subsidiaries. He had con- 
tinued actively in the management of 
the eyeletting business of the corpora- 
tion from that time. 

On becoming associated with the 
United Shoe Machinery Corporation, 
Mr. Johnson moved his residence, first 
to Newton, and later to Brookline. 

In addition to his activities with the 
United, Mr. Johnson had interests in 
other fields and was at the time of 
his death president of the Aetna Port- 
land Cement Company of Bay City, 
Michigan; director of the What Cheer 
Mutual Fire Insurance Company and 
+. Mutual Fire Insurance Company 

of Providence, also a trustee of the 
Brookline Trust Company. He was a 
member of St. Paul’s Episcopal Church, 
and was «a member and served as an 
official for some years of the Country 
Club of Brookline. He was also a mem- 


FRANKLIN R. JOHNSON 


ber of the Kittansett Club of Marion; 
the Algonquin Club and the Beacon 
Society of Boston. 

Mr. Johnson is survived by his 
widow, Mrs. Jennette (Coe) Johnson, 
formerly of Derby, Conn., and by a 
son, Russell H. Johnson, of Toledo, 
Ohio. 


Many Attend Yuneral Services 


Funeral services, conducted by Rev. 
Arthur C. Lichtenberger, rector, were 
held at St. Paul’s Episcopal Church 
in Brookline at two o’clock, Friday, 
July 21, and were attended by a large 
number of friends and business asso- 
ciates including the executives of the 
United Shoe Machinery Corporation 
and many of his associates in differ- 
ent branches of the company, includ- 
ing a large delegation of his former 
associates of the S. O. & C. Co. of 
Ansonia. 

The floral tributes were many and 
very beautiful. The honorary pallbear- 
ers were Sidney W. Winslow, Jr., Al- 
bert W. Todd, Harold G. Donham, 
Charles G. Bancroft, Charles E. Cot- 
ting, Dr. James R. Torbert, Stanley M. 
Bolster, Ben W. Calvin, Alex S. 
Browne, Richard S. Tolman, James 
Duane, and C. F. Wood. 

The ushers at the church included 
Abbot H. Thompson, Joseph F. Wogan, 
William J. Connor, E. Russell Norton, 


Roland G. Hopkins, and George R. 
Brown. 

Franklin R. Johnson, a good man 
and true, lived a long, useful and en- 
joyable life. He gave encouragement 
to the men who worked with him in 
his several fields of enterprise. His 
pride in the USMC as an institution 
was an unbounded admiration for its 
spirit of service. He characterized it 
as “an intelligently run business main- 
tained by men who enjoyed working 
together.” His standards, generosities 
and high-mindedness were real and 
his spirit will long continue as an 
inspiration and an ideal. 


Ready-to-Wear Points the Way 
[CONTINUED FROM PAGE 13] 


fuchias, wine and multi-colors. A con- 
servative business will be done on 
fleeces and camels. 

The tone-on-tone combination is ex- 
pected to continue, a dress of a light 
wine, for example, being worn under a 
coat of a darker wine shade. If the 
idea is carried through to all the acces- 
sories, the shoe merchant will have a 
chance to do some fine coordination 
work with the accessory departments. 

Since the general trend in shoe styles 
has been established since early in the 
season, first lines already are in the 
stores and second lines are in the mak- 
ing, it is encouraging to note how well 
they fit into the general fashion pic- 
ture. The smooth, well-fitted shoe sil- 
houettes have an elegance and restraint 
which is needed to go with the ready- 
to-wear trend to fine dressmaker de- 
tails combined with greater use of 
trimmings. Shoes with the least trace 
of fussiness this year would be out of 
place. But the current styles—glove- 
fitting step-ins, youthful, smart little 
pumps, never over-trimmed, and plain, 
graceful oxfords—are the perfect com- 
plement to the new Fall costumes. 


pou war ws Leaves Smith Bros. 


HARRISBURG, Pa.—Harry Auslander, 
well known in shoe circles in central 
Pennsylvania, has resigned his position 
with Smith Brothers Shoe Store. Mr. 
Auslander served with the firm for a 
period of five years. He will remain in 
Harrisburg for the next several weeks 
at least. 



























yet mentioned. 


It 


basis. 


The new last is in the 34 to 9 size run. 


For the whole Pro-Tek-Tiv story, see 
our illustrated book—“The Shoes of 
Tomorrow—Today.” 
postal card. 


READING, PENNSYLVANIA 


Designed for the young miss who wants a higher heeled shoe, Pro-Tek-Tiv's 
Number 6 last embodies all the fashion-rightness that will delight her. Not 
only that, but it also retains all the special features which make Pro-Tek-Tiv 
Shoes distinctive—those about which we have already told you and others not 


carries a higher heel, carefully 


graded as follows: 


Sizes Inside Outside 
3% to 5 12/8 inch 11/8 inch 
5% to7 124,/8 “ 14/8 “ 
74% to9 13/8 “ 12/8 “ 







This new last makes a shoe, not only perfect in fit, but 
beautiful as well. Above is only one of many Pro-Tek-Tiv 
shoes that is bringing hundreds of juvenile departments 
into the foremost place in their communities. 
profitable because they are “customer repeat” shoes. 
Pro-Tek-Tiv Shoes are sold only on a dealer protection 


It’s yours for a 


AND ARE TRULY 
“THE SHOES OF TOMORROW—TODAY" 


They are 
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Tue New “6 LAST 


vo-tek-tiv Shoes 


HELP NORMAL FEET GROW NORMALLY 






NEWS 
ABOUT 


















Charles A. Nickerson 


JOHNSTON, S. C.—Charles A. Nicker- 
son, formerly with the Freeman Com- 
pany, retail shoe business, at Phila- 
delphia, Pa., died, recently, at Johnston, 
at the home of his sister. 

Mr. Nickerson was well known in 
the retail shoe trade, having had more 
than 25 years’ experience. He had been 
a shoe merchant in Augusta, Ga., his 
birthplace, and came to Philadelphia 
about 15 years ago. He was employed 
successively by Louis Marl, A. H. 
Geuting Co. and The Freeman Co. 

He is survived by his widow and two 
children. 





Estimates Gain in June 
Shoe Production 


New York—The Tanners’ Council of 
America estimates that shoe production 
in June reached 29,000,000 pairs. This 
output would represent a gain of 7.9 
per cent from a year ago, when 26,- 
897,000 pairs were produced. Although 
shoe factory activity declined from 
May, the drop was seasonal since pro- 
duction in June always is lower than 
in the preceding month. 

Based upon current reports from 
manufacturers, it is expected that out- 
put in July will increase several mil- 





lion pairs. Following the inventory 
period customary in many shoe centers 
around the beginning of July, sched- 
ules were stepped up sharply. Con- 
sequently, in spite of the lag at the 
beginning of the month, total July 
production should amount to approxi- 
mately 32,000,000 pairs. 

Including estimated output in June, 
production for the first six months of 
1989 compares as follows with several 
previous years: 1939, 205,082,000; 
1938, 184,418,000; 1937, 233,005,')00, 
and 1936, 194,266,000. The increase 
this year over 1938 amounts to 11.2 
per cent. 
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IN THE SHOE TRADE 


rT: Nie 





National News 








Rich’s Announces New Shoe Set-Up 


“Eight Shoe Shops Under One Roof,” with R. Passamaneck 
and Mac Allen in Charge 


ATLANTA, GA.—The shoe department 
of Rich’s has become once again a 
buyer-managed department. K. Passa- 
maneck and Mac Allen Sharp are now 
in charge for Rich’s, where last year, 
according to Oscar Thompson, former 
lessee, a million-dollar shoe business 
was done. 

Mr. Passamaneck came to Atlanta 
from Richmond, where he was operat- 
ing his own shoe store after many 
years with Thalhimer’s, of that city. 
Mr. Sharp has been a valued Rich em- 
ployee for eighteen years, lately spe- 
cializing in children’s and orthopedic 
shoes. 

One week after Thompson, Boland & 
Lee opening ads appeared, containing 
information that the three firm mem- 
bers.were formerly operators of Rich’s 
shoe department, the great “Southern 
Institution” department store publicly 
announced that things were different 
now. It did so by giving over its reg- 
ular Monday morning full-page insti- 


| tutional ad to the “complete new de- 


partment store of eight shoe shops 
under one roof.” The ad was head- 
lined “Rich’s Marches On .. .” 

The eight shoe shops referred to 
were explained to be: 1. Fashion Shop 
fo. Women; 2. Men’s and Boys’ Shop; 
3. Complete Children’s Shop; 4. Bal- 
cony Budget Shop; and four duplicate 
shops in the basement store. 

Listed on the page were names of 

“Fifty-four expert salespeople, the ma- 

_ jority of whom have served you at 
' Rich’s for years.” 

The regular Tuesday morning fash- 


ion ad the following day was given 
_ ever to announcement of new styles by 
_ Palter de Liso, which line would be 








_ found at Rich’s. 





Dates to Remember 


Buffalo Shoe Travelers Style Show, 
es Bee Me csctvave August 6, 7, 1939 
Monthly Showing Michigan Shoe 
Travelers Association, Hotel Statler, 
Detroit, Mich. ......... August 7, 1939 
Monthly Shoe Buyers’ Day, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 
August 28, 29, 
Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y. 
September 10, 11, 12, 


Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
re September 18, 19. 


National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md. 

September 25, 26, 27, 1939 

Shoe Manufacturers Spring Opening. 

E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 


1939 


1939 


1939 


York City ...December 3, 4, 5, 6, 1939 
National Shoe Fair, Hotel Stevens, 
BN O55. ss ceeds oc 0% Jan. 2 to 5. 1940 





During the preceding week no news- 
paper advertising by Rich’s had taken 
notice of the change. Physical changes 
indicated it to the customers, howe: er, 
in the department. 

One of these was the installation of 
the Balcony Budget Shop where $3.98 
shoes for men and women are sold. 
The other was what Ben R. Gordon, 
general merchandise manager of the 
store, called “a quick, Saturday-to-Mon- 
day job of redecorating” both first floor 

[TURN TO PAGE 38, PLEASE] 


Heads New Jersey 
Health Spot Stores 


DANVILLE, ILL.—Edward L. Kimball 
has been made president of the New 


Jersey Health Spot Shoe Stores, Inc. 
Mr. Kimball was formerly general 
manager and treasurer of Orthopedic 





EDWARD L. 


KIMBALL 


Shoes, Inc., and president of Orthopedic 
Shoe Stores Company, associated with 
the manufacturing and distribution of 
Ground Gripper, Cantilever, Dr. Kahler 
and Physical Culture Shoes. He started 
his shoe career 18 years ago with 
Ground Gripper Shoes. 

Recently Mr. Kimball attended the 
Orthopedic Institute School conducted 
by the Musebeck Shoe Company in 
Danville, Illinois. He also attended the 
annual sales conference of the Muse- 
beck Shoe Company held July 14, 15, 
16 and 17. He is now on a tour of 
inspection of the Health Spot Shoe 
Shops in Chicago, Michigan and Upper 
New York State, after which he will 
establish headquarters in New Jersey. 

Mr. Kimball’s many friends wish him 
well in his new undertaking. 





Bison Outfielder Picks a Winner 


LOCKPORT, N. Y.—The Junior Chamber of Commerce of Lockport, N. Y., re- 
cently promoted a Lockport Night at the Offermann Baseball Stadium in Buffalo. 
































Charles V. Hageman, of Hageman’s Brownbilt Shoe Store, was one of four retail 


merchants of Lockport who entertained 


ment players on the Buffalo team 


promi 
and their wives two days before the big night. Mr. Hageman entertained “Ollie” 


Carnegie, star Bison out 


other stores participating in the stunt, received 
cast. Photo shows Mr. Hageman fitting 


fielder, and Mrs. Carnegie. Hageman’s, with the three 


mention in a brief radio broad- 


“Ollie” Carnegie with a pair of Roblee 


shoes. He says the stunt proved most successful from a publicity angle. 





Oscar. Thompson Heads New Shoe Firm 





Opens Temporary Store in Atlanta, Pending Completion of 
Fine New Retail Establishment on Peachtree Street 


ATLANTA, GA.—A new factor in the 
shoe business of the South came into 
being Monday morning, July 3, in At- 
lanta, when Thompson, Boland & Lee, 
Inc., was “born.” 

The firm is newly-organized, but its 
three members are probably as well- 
known as any persons in the world of 
shoes. They are Oscar Thompson, op- 
erator for 28 years of Rich’s shoe de- 
partment; Mrs. Nell Boland, and Mrs. 
Martha Lee. Mrs. Boland and Mrs. 
Lee have worked with Mr. Thompson 
at Rich’s and at other retail shoe de- 
partments which he has from time to 
time leased and operated in Atlanta. 

Thompson, Boland & Lee, Inc., is 
open in temporary location at 74 Broad 
Street. Architect, contractor and deco- 
rators are busy with a handsome new 
store to be ready for permanent occu- 
pancy about September 13. In the 
meantime, stocks are being sold out, 
so that the new store will open with 
new Fall merchandise. 

Address of the permanent store will 
be 201-203 Peachtree Street.. It com- 
bines space formerly occupied by Byck 


Bros. Shoe Company and Peggy Hale 
Dress Shop. Byck’s is operating in 
temporary location, too, at present, dur- 
ing construction of its new store far- 
ther north on the corner of Peachtree 
and Cain Streets. 

The two properties, owned by New 
England Mutual Life Insurance Com- 
pany, were secured under a fifteen-year 
lease for a rental of about $300,000. 
The new lessees are remodeling to suit 
their own needs and are spending about 
$130,000 in the process. Of this sum, 
$14,000 is going for air-conditioning. 
Air-conditioning equipment has been 
installed in part at the temporary 
store to remain there until a few days 
before opening of the permanent store. 

Fifty feet has been added on the 
rear of the two former stores, giving 
a 150-foot depth to the 40-foot front. 
The new firm will operate on the first 
and second floors and in the basement, 
eg 16,000 square feet of floor space 
in all. é 

“We are going to run a family store,” 
Mr. Thompson said of his new venture. 

[TURN TO PAGE 32, PLEASE] 
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Long-Distance Shoe Order 


Derroir, MicH.—An all-time record 
for expensive shoe ordering was set up 
recently when G. S. Goodell, vice-presi- 
dent of R. H. Fyfe and Company got 
an order by long-distance telephone 
from Yokohama, Japan. 

Fyfe’s has for years maintained an 
extensive mail order service for shoe 
orders, but this is the only time a phone 
call from so great a distance has been 
received, although plenty of orders to 
Asia, Africa, and other far points have 
been shipped upon mail or cabled 
orders. 

The customer was Richard F. Royce, 
who is American Consul in Yokohama, 
and likes American-made shoes in pref- 
erence to any available in Japan. 


Converse Leases New 
Chicago Headquarters 


Cuicaco, ILL.—The Converse Rubber 
Company has leased the entire second 
floor comprising 10,000 square feet in 
the building at 212 W. Monroe. The 
new headquarters will be used for the 
western branch office of the company 
and for sale, stock and shipping o! 
rubber footwear. 





Open Champion Endorses 
Shoe 





Autographed photo of Byron Nelson 


Following its successful development 
of the Jug McSpaden golf shoe, Field 
& Flint Co., well-known Brockton man 
ufacturers, have added the Byron Ne! 
son golf shoe to their well-known sport 
shoe line. The new United States ope: 
golf champion wore the shoes durin: 
his sensational match at Philadelphi« 
recently. 

The new Byron Nelson shoe comes i: 
a two toned calf oxford and also 
plain toe pattern, carrying the standar | 
detachable spikes. Field & Flint dea - 
ers throughout the country are now 
featuring enlarged illustrations of Ne - 
son in the promotion of this new sho. 
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Sanitized Shoes Shown at Luncheon in Air 


Aids Salvation Army 
Iee Fund 


GEORGE J. MAROTT 


INDIANAPOLIS, IND.—George J. Mar- 
ott, owner of the Marott Shoe Store, 
signs a check for $251.48 for the 
Star-Salvation Army Penny Ice Fund. 
The sum is one per cent of eight days’ 
receipts of the store, set aside to help 
provide ice for needy families of Indi- 
anapolis. 

“There is no charity nor gift of any 
kind that gives me as much happiness 
as my donation to the Star-Salvation 
Army Ice Fund to help children and 
families who are impaired to purchase 
ice for health and comfort,” Mr. 
Marott said. 


J. C. Watson Promoted 


New ORLEANS, La.—J. C. Watson, 
for the past three years manager of 
the shoe departments for Sears-Feible- 
mans, New Orleans unit of the Sears- 
Roebuck enterprises, has been appointed 
sales promotion manager and assistant 
to Charles G. Staubitz, store president. 
In his new capacity, Mr. Watson will 
work as contact man between the store’s 
merchandising and advertising depart- 
ments to bring about more effective 
sales planning. 

A native of Indiana, where he at- 
tended the business and commerce 
schools of the Indiana State College, 
Mr. Watson has been affiliated with 
Sears-Roebuck for the past six years. 
He came to New Orleans from St. Pe- 
tersburg, Fla., three years ago. 

George Smith has been named man- 
ager of the Feibleman’s men’s shoe 
department and Manuel Herzoff is in 
charge of women’s shoes. 


Leaves for Coast 


MANCHEsTER, N. H.—F red Berg, for 
past three years Midwest representa- 
tive of the Interstate Shoe Company, 
has recently resigned and is moving to 
Los Angeles, Calif. 

Mr. Berg’s territory in the Midwest 
included Chicago and seven states sur- 
rounding. His future plans are at 
present indefinite. 


Photo courtesy United Air Lines 
New York.—To demonstrate the wear United Air Lines Stewardesses give San- 
itized shoes, a group of fashion writers were taken aloft for a flight over New 
York, the World’s Fair and Long Island. Those present were: J. J. Moran of 
Creative Footwear; Chief Stewardess Marie Hess; Eleanor Rutledge of Boot and 
Shoe Recorder; Grace Corson of King Features Syndicate; Dorothy Lovatt of 
Women’s Wear; Virginia Rhines of New York World-Telegram; Kitty Kelly 
and Kay Sullivan of New York Daily News; Lynne Lorayne of New York 
Journal-American; Kay Titus of Women’s Home Companion; Mary Tobin of 
New York Post; Milton Friedberg, women’s shoe buyer of Bloomingdale’s; 
Helen Shalet, Bloomingdale’s fashion publicity director; Johanna Hoffman of 
Madamoiselle. Story on page 33. 





Shoe Instinct Tells Him It’s A Seller 


Lawrence, Kan.—Otto A. Fischer, one of the best known shoe merchants 
in Kansas, has had a long experience in the retail shoe trade, which has 
brought him wide acquaintance throughout the « try. He began work 
in his uncle’s shoe store in 1882. Later, with his father, he operated the 
business as J. Fischer & Son and, upon the death of his father carried on 
the business under his own name. He has always been interested in keep- 
ing the shoe business up to a high standard and was one of the organizers 
of the Kansas Shoe Retailers Association. 
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Oscar Thompson Heads New Shoe Firm 


[CONTINUED FROM PAGE 30] 





Newspaper advertisement announcing the opening of new Atlanta 
shoe store 


“We will have large hosiery and bag 
departments. 

“In addition, on men’s shoes we will 
double our efforts.” 

Oscar Beazley, Mr. Thompson’s 
nephew, assisted by B. F. Edmundson, 
will buy men’s shoes. 

Mr. Thompson long operated Rich’s 
shoe department for the Thomas G. 
Plant Company of Boston. 

A large second-floor orthopedic de- 
partment will be in charge of Maurice 
F. Finch, who has been with Mr. 
Thompson for years. Oscar Thompson, 
Jr., will assist his father, Mrs. Boland 
and Mrs. Lee in operation of the store. 
Ben Hess is display manager and Miss 
Erma Parks continues in charge of 


employed by the firm worked with Mr. 
Thompson at Rich’s, many of them for 
periods of from 15 to 25 years. 

Plans for the new store are in the 


hands of Ivey and Crook, Atlanta ar- 
chitects, assisted by James F. Epper- 
stein, interior architect, of Chicago. 
Drawings and plans indicate that it 
will be exceeding luxurious and effec- 
tive. 

Adopting the slogan, “We have fitted 
shoes honestly for 28 years,” Thomp- 
son, Boland & Lee, Inc., has begun a 
series of institutional ads in the news- 
papers called “Little Foot Histories.” 
In them customers are quoted on in- 
stances of honest fit from childhood on. 

When Mr. Thompson discusses his 
business you know why that particular 
slogan was chosen as basis of an ad- 
vertising campaign. He says: “My 
business is built on honesty. That, 
pleasantness in all dealings, backed up 
by plenty of shoes in sizes and widths, 
is all I know about running a shoe 
business. But, now, if you want to 
talk fishing ...” 





had a good run for wearing at the 
Golden Gate International Exposition, 
both to local residents and to incoming 
visitors. 

The first showings of Fall styles are 
appearing, and O’Connor-Moffatt re- 
port good response to their preliminary 
advertising of the Autumn styles. 

Frank Werner’s Geary Street store 
is undergoing alterations in prepara- 
tion for Fall business, and C. H. 
Baker’s Geary Salon is holding a com- 


plete closeout sale of all their present 
stock, following which they will in- 
augurate a complete change of policy 
in shoe merchandising. 

Most dealers are optimistic about the 
Fall outlook, and are anticipating a 
business upturn. 


Gallenkamp’s Open 
New Stores 


San FRANCISCO, CALIF.—James Ras- 
mussen, who has had a wide experience 
in the retail shoe business in this 
vicinity, has been appointed manager 
of the new Gallenkamp Shoe Store, 
which recently held its opening at cor- 
ner of Market and Eddy Streets. 

The Gallenkamp Stores Company also 
celebrated the opening of a new store in 
the city of Eureka on July 15. Charles 
Barry is the manager of this store. 

Another new Gallenkamp store will 
be opened on August 1 in East Santa 
Monica, at the corner of 14th Street 
and Santa Monica Boulevard. The man- 
ager for this store has not yet been 
chosen. 

Also on August 1, the company store 
which has been located at 114 West 4th 
Street, Santa Ana, will move to a new 
location on the corner of 4th and Bush 
Streets. This store will be under the 
managership of T. Sheffield who has 
been with the organization for some 
time. 








Construction Begun on 
New Florsheim Store 


SEATTLE, WasH. — Construction be- 
gan this month on a new downtown 
Florsheim shoe store, which Store-Man- 
ager Price terms “the nicest shoe store 
in the Northwest.” Built to house one 
of the largest and most complete stocks 
of men’s shoes in Seattle, the store wil! 
be completed in the middle of August 

Present location of the store is at 
307 Pike Street. The new store is in 
the 1400 block on Fourth Avenue. 





Operations Started at New 
Marlboro Factory 


MARLBORO, Mass.— Cutters have 
started working at the Mutual Shoe 
Co., a branch of the National Shoe 
Corp., which has located in the Mapl« 
Street factory. Repairs to the building 
have not been completed, but as soon 
as they are, other operations will be 
started. 

The concern manufactures women’s 
shoes and plans to employ about 400 
when the building is ready to permit 
operating at capacity. Frank Shapiro 
is head of the company. 





Highlight Summer Whites 


JANESVILLE, Wis.—The Family Shoe 
Store, here, reports a good season 'n 
whites for Summer selling. Great con- 
tributing factor in white selling has 
been the thoughtful use of window dis- 
plays of the white shoes. 
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Michigan Travelers to Hold 


Monthly Showings 


Detroit, MicH.—The first Fall show- 
ing held by the Michigan Shoe Travel- 
ers at the Hotel Statler recently was 
a huge success. The entire 14th floor 
was devoted to selling, and all of the 
exhibitors enjoyed a good business. 
Black Suede was the predominating 
note in Fall shoes for women, and in 
the men’s it was the Dutch Boy with 
the antique finish. Also in the women’s, 
children’s and growing girls’ lines the 
Dutch last seems to be very outstand- 


By general demand of the retailers 
who visit this showing the exhibitors 
decided to hold a similar show monthly. 

7 has been set for the date of 
next show which will also be held 
at the Statler Hotel, Detroit. 


“In a story of the joint Fall selling 
impaign of the Detroit Retail Shoe 

ers Association in the July 15 
sue, it was incorrectly stated that 
fichael H. Harris was with the Crow- 
*y-Milner Compary. Mr. Harris is, in 
faith, with the J. L. Hudson Company 
Detroit. 


Sanitized Shoes Shown 
At Luncheon in Air 


New York —'Sanitized shoes have 
been flying high these days on the feet 
of a selected group of United Air Line 
stewardesses. Wearing a pair of 
Bloomingdale’s “Barbara Lee” shoes— 


Photo courtesy New York Post 


MISS MARIE HESS 
Chief stewardess, United Air Lines 


one shoe with a Sanitized lining, the 
other unsanitized—these girls have 
proved that, after 220 miles of walking 
(clocked by a pedometer), the Sanitized 
shoe has obviously given better service. 

A full line of these “Barbara Lee” 
Sanitized shoes was shown to the fash- 
ion press at a luncheon in the air given 
by Bloomingdale’s (represented on the 
trip by Ted Stern) and the United Air 
Lines. The plane—one of the express 
mail carriers—circled Manhattan and 
the World’s Fair and then headed for 
Montauk Point. On the return journey 
the shoes were displayed at one end 
of the plane and Mr. Friedberg of 
Bloomingdale’s discussed the scientific 
processing of this new type of leather 
lining and Fall styles. Walled lasts and 
pumps are two of the highlights in this 
line. Many suedes with contrasting 
trims were noted—alligator, patent and 
grosgrain ribbon. Elasticizing is im- 
portant in certain patterns, notably 
sabot strap and spat types. Pumps are 
trimmed with bows, cut-outs, etc. Both 
high and low heels will be worn. 

The reason why the Sanitized shoe, 
worn by the stewardesses, has given 
better service than the unsanitized shoe 
is said to be because the Sanitized proc- 
ess prevents perspiration from rotting 
the leather. Ordinary, unsanitized lin- 
ings sometimes tend to deteriorate from 





Babies 


| ere as “modern as tomorrow” —and so 
| are the new square transparent display 
boxes we can supply, with pique and other 
fabric booties and novelties in the small 0-2 
size run. Make a showing of these spectacu- 
| lar units—they'll help dramatize your service 
| to the younger children. 


| MRS. DAY'S 
| (DEAL BABY SHOE CO. 
DANVERS, MASS. 


MRS. DAY'S 


FLEXIBLE Walking 
SHOES 


the natural perspiration of the foot 
and the leather may become cracked 
and dull. Sanitized leathers are “live,” 
soft and mellow. Sanitized leather hat 
bands have been in use for some years, 
but longer experimentation has been 
necessary to produce a _ satisfactory 
leather for shoes. 

Miss Marie Hess, chief stewardess 
of United Air Lines, who has flown a 
million miles, told the guests that she 
found the comfort of Sanitized shoes 
most helpful on her job. Tending to 
the needs of airline passengers, Miss 
Hess is on her feet a great part of the 
time. The Sanitized lining in her 
sports shoes controlled the humidity of 
the leather by control of the moisture 
content. Manufacturers of the Sani- 
tized lining call this “thermostatic con- 
trol,” but Miss Hess just calls it “solid 
comfort.” 


MacDonald Sails 
For European Tour 


Boston, Mass.—J. D. MacDonald, 
who resigned last May from the sales 
force of Gregory & Read Company, 
Lynn manufacturers, after several 
years of selling shoes on the road, 
sailed recently on the “Samaria” for 
a tour of Europe. Mr. MacDonald, 
who will spend about eight weeks 
abroad, plans to visit the fashion cen- 
ters of the Continent, with special em- 
phasis on Paris. 
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Obituaries 


H. S. Van Camp Had 
Extensive Business Career 


New Yorx—Funeral services for H. 
S. Van Camp, 53, vice-president and 
general manager of the Vulcan Corpo- 
ration, who died at 8.21 a. m., July 
13, 1939, in Polyclinic Hospital, here, 
were conducted at Madison Avenue and 
Eighty-first Street, New York, Satur- 





























H. S. VAN CAMP 


day, July 15, at 11 a. m. Interment 
was in the cemetery in Worcester, 
N. Y. 

Word of his death was conveyed to 
Attorney C. M. Searl, president of the 
Vulcan Corporation, by A. J. Chase, 
New York representative of the corpo- 
ration. 

Mr. Van Camp went to Portsmouth 
as comptroller of the Vulcan Corpora- 
tion in December, 1928, from New York 
City, where he had been identified in 
similar positions with a number of con- 


Mourned by Shoe Travelers 


In memory of John M. Hartman, 
president of the National Shoe Travel- 
ers’ Association, who died July 17 fol- 
lowing a major operation, both his own 
association, as well as many of the 
regional associations of his fellow sales- 


‘men, have adopted resolutions in which 


they pay tribute to his ability as a 






















JOHN M. HARTMAN 








leader in his field. His passing is 
mourned by all who knew him. 

Forty-three years of active selling on 
the road found him, at the age of 65, 
not only successful but willing to share 
with others the benefit of his wide ex- 
perience. 

Mr. Hartman is survived by his 
widow and two sons. In recent years 
he had lived in Freeport, Long Island, 
N. Y., where he made his headquarters 
while traveling the South for Dunn & 
McCarthy, Inc. Prior to that he had 
lived in San Antonio, Tex. 





cerns. Shortly afterward he was 
elected treasurer of the corporation 
and was elected general manager 
when Colonel A. L. Mercer resigned as 
president in April, 1937. 

Born in Tully, N. Y., 53 years ago, 
Mr. Van Camp was graduated from 
Worcester (N. Y.) High School. 
Shortly afterward he became identified 
with the New York accounting firm of 
Pace & Pace and with New York Uni- 
versity. 

He later began the accounting de- 
partment of Metropolitan Street Rail- 
ways in New York City. He served 
as assistant comptroller of the Ameri- 
ean Brake & Shoe Foundry Co., at 
New York for several years, was gen- 
eral manager of the Triangle Film Co., 
was connected with the public account- 
ing firm of Mitchell & Ferris of New 
York in 1919 and for several years 





Bur before that it goes hunting, wher< 
its double construction keeps a pair o/ 
feet dry and comfortable. And even be 
fore that, it rings up a good sale on 
some dealer's cash register. Don't over 
look the possibilities of extra profits i: 
the nationally advertised line of Bass Out 
door Footwear. If you have no Bass cata 
log, a card will put one in your 
hands. Order now for plus sales this fa 
and winter. G. H. Bass & Co., Dept. 
BS-22, Wilton, Maine, 


BASS MOCCASINS 











afterward was general auditor an 
treasurer of the Pacific Development 
Corporation and subsidiaries. 

In 1922 and 1923 Mr. Van Cam; 
was in Shanghai, China, as treasure: 
and comptroller of Anderson, Meyer & 
Co., Ltd. 

He was a director of the National Bank 
of Portsmouth and a member of Scioto 
Yacht Club, Portsmouth Lodge of Elks, 
Valley View and Columbia Country 
Clubs, the Newark Athletic Club and 
Shanghai Tiffin Club. 

Several years ago, during his spar: 
time, he built his own cruiser and de- 
rived much pleasure in taking his 
friends on trips on the Ohio River. He 
was an expert in nautical matters and 
personally supervised installation of 
equipment on his pleasure craft, on 
of the largest in the Portsmouth har- 
bor. 

Surviving are his widow, Mrs 
Louise Howell Jones Van Camp, and 
a brother, Charles T. Van Camp of 
Yonkers, N. Y. 


Frederick Z. Jette 


CENTRAL FALLS, R. I.—Frederick Z. 
Jette, for many years proprietor of a 
retail shoe store in this city, died re- 
cently, following a short illness. He 
was well known as a local entertainer 
and soloist. He was the father of this 
city’s former police commissioner, 
George O. Jetie. He is survived by 
two daughters and three sons. 
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Keep Up with Customers 
In Selling Children’s Shoes 
[CONTINUED FROM PAGE 17] 


zines are reading the August issues 
that carry the ad of the Metropolitan 
Life Insurance Company entitled, 
“What to Look for When Buying Chil- 
dren’s Shoes.” Two issues back, another 
magazine of large national circulation 
discussed and recommended correct 
types of shoes (and clothes) for dif- 
ferent types of girls at the awkward 
age, together with do’s and don’ts re- 
garding the fitting and selection of 
footwear for the teen-age girl. Other 
educational articles in still other publi- 
cations and discussions among inter- 
ested groups have been giving serious 
attention to this subject. AND RIGHT 
NOW many, too many, children’s shoe 
stores are watching or ignoring, in- 
stead of LEADING the parade—and 
perhaps wondering why intelligent, in- 
formed mothers are not interested in 
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Four Smart Styles in Fall School Shoes 
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Left to right: Brown calf and simulated alligator combination from the “Poll 
Parrot” line of Roberts, Johnson & Rand Branch of International Shoe Co.; 
brown grain leather Foot-Gyde oxford in Blucher pattern by Green Shoe Mfg. 
Co.; brown calf two-strap Kali-sten-iks pattern with perforated forepart by The 


Gilbert Shoe Co. Lower 


right hand corner: brown calf Blucher oxford with 


grained leather saddle from the Buster Brown line of Brown Shoe Company. 





their store when buying children’s 
shoes. 

Let’s start individual and coopera- 
tive effort to educate the backward 
parent, and establish stores doing a 
fitting job in every community as the 
leaders in the good work among par- 
ents who already know and appreciate 
the importance of right shoes and fit- 
ting. Remember, A CRUSADE CAN’T 
BE CASUAL! At the same time teach 
the youngsters about shoe wardrobes. 
They should know that the saddle ox- 
ford is only one shoe, and not the 
WHOLE SHOE WARDROBE of the 
college girl they copy. Have your col- 
lege shoe customers select typical col- 
lege shoe wardrobes; display these with 
their counterparts in wardrobes for the 
school boy and girl. If you can get 
photographs of the students to use with 
a complimentary remark about them so 
much the better. The youngsters will 


listen to the suggestions of their 
“heros” much more quickly than to 
your unsupported recommendations; 
and demonstration sells more than con- 
versation. 

Tell parents how much correct shoes 
mean to the health and well being of 
the children, but tell the youngsters 
how much more they can enjoy them- 
selves when their shoes help their feet 
to feel good, and they can keep full 
of pep. And how essential healthful 
feet and right shoes at all times are to 
anyone who wishes to take up any kind 
of athletics, whether just for fun or 
for the honor of the school. Special 
emphasis should be placed on the idea 
that the outstanding evil in children’s 
shoes is the wearing of shoes that are 
too short—that children’s feet grow 
fast, especially in summer—that even 
if their shoes are still good enough to 
[TURN TO PAGE 38, PLEASE] 
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reaches the Consumer through the 
Man at the Fitting Stool—the vital 
Point-of-Sale. 




















Balance Your Siocks 
[CONTINUED FROM PAGE 15] 


shoes in medium to low heels are sell- 
ing, especially in genuine alligator, alli- 
gator calf, llama calf, and hand stained 
calf. The brown sport or spectator shoe 
is the extra pair we must and can sell. 
Some blue shoes are selling, again in 
sports types chiefly. Blue is a color 
that sells in certain sections of the 
country much better than in others. 
Green shoes look well in the Fall win- 
dows and should account for some sales. 
There is little interest in wine shades 
at present. The manner in which the 
new Fall shoes are being accepted by 
the buying public, their likes and dis- 
likes, will help guide us in our selec- 
tions for November selling. 

The unprecedented enthusiasm for 
low-heeled types, 14/8 to 16/8 heels, 
make it imperative that we buy an 
abundance of smart, low-heeled walking 
shoes. They do not have to be all ox- 
fords when there is such a variety of 
types to choose from. Step-ins, elasti- 
cized pump effects, clever versions of 
Dutch Boy patterns will have real ac- 
ceptance. Sketch number 6 shows the 
type. Do not overlook slack shoes in 
buying low-heeled footwear. More wo- 
men are wearing sport slacks than ever 
before. Simplicity in design is the key- 
note and will be the main feature of 
follow-up shoes. As in motor cars it 
will be lines that count not ornate or 
unnecessary trimming. Pumps of all 


“= 





those who 





types will gain in popularity and the 
chief difference between the September 
and November shoes will be in the ma- 
terials used. 

Alligator calf which is showing early 
popularity should be good for several 
months to come. Genuine alligator, of 
course, along with other genuine rep- 
tiles will increase in popularity, if 
the prices on these materials are not 
prohibitive. Patent leather and patent 
combined with elasticized gabardine 
should be extremely salable. Shoes 
with elasticized fittings are gaining 
more following daily. Do not confuse 
these with all-over elasticized shoes. 
Manufacturers and buyers aliks are 
sensing the proper manner in which to 
use elasticized materials. Calf skin 
shoes in black, blue and brown will be 
very much in demand. These two com- 
bine nicely with elasticized gabardine. 
Calf skin shoes lend themselves to sur- 
face treatment and dainty stitching and 
perforations will be in evidence. Kid- 
skin shoes in black and blue, if in 
nicely designed patterns will sel! rapid- 
ly. Braiding and stripping will enhance 
their value. 

The question of the open toe vs. the 
closed toe will be settled by the buying 
public within the next few weeks. At 
present the public find closed toe shoes 
to be newer looking and more accept- 
able. Above all merchants should watch 
the trend carefully and guide them- 
selves accordingly. Transition periods 
in style are always difficult but interest- 
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ing to the careful observer. Most im- 
portant, buy a balanced line of shoes. 
Analyze your own particular store and 
clientele and buy accordingly, thus 
avoiding the mark downs which we 
have all suffered from during the past 
season. 


Ferralli of Hollywood 
Changes Set-Up 


HoLLywoop, CALIF. A corporation 
charter has been received from the 
State of California for the reincorpora- 
tion of the Ferralli of Hollywood shoe 
manufacturing company. The business 
has been incorporated for $50,000, and 
the name changed to Ferralli-Holly- 
wood Shoes, Inc. 

The elected officers are William G. 
Ferralli, president; Herbert C. Marx- 
miller, vice-president; J. P. Flint, trea- 
surer, and W. G. Danielson, secretary. 

Mr. Flint, the newly-elected officer of 
the firm, will have complete charge of 
credits, the bookkeeping department 
and overseeing the financial end of the 
business, he having considerable ex 
perience along these lines. Expansion 
plans call for a more thorough cover- 
ing of the entire country through high- 
grade salesmen. Capable new men wil! 
be gradually added as the territorie: 
develop. Sales and manufacturing 
headquarters will continue to be a‘ 
6619 Santa Monica Boulevard, Holly 
wood, as heretofore. 
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articles, however, cannot be kept clean 
easily, because the ordinary methods 
like washing or soaping cannot be ap- 
plied to them, and these materials or 
articles become perfect breeding 
grounds for bacteria and molds. Other 
methods have to be applied to keep 
these materials or articles hygienically 
clean. 

One of these methods is sterilization. 
Sterilization of articles are methods 
which do a thorough bacterial “house 
cleaning” job. While sterilized articles 
are free from germ life when they come 
out of the sterilizer, unfortunately they 
do not stay sterile or immune very long, 
but are immediately subject to outside 
germ attack. 


Right Antiseptic Essential 


A much more promising method is 
the judicial use of disinfectants. Dis- 
infectants are liquids which possess the 
property of killing germs. They are 
used to render objects or materials 
bacteriologically clean; which is synon- 
ymous with hygienically clean. Within 
themselves, disinfectants are called 
antiseptics, because according to the 
proper definition, an antiseptic is a sub- 
stance which inhibits the growth and 
propagation of bacteria. Antiseptic 
materials, therefore, are materials 
which inhibit the growth and propaga- 
tion of bacteria and molds. To antisep- 
ticize an article means to employ an 
antiseptic agent for the removal or 
destruction of bacteria and molds on 
this article. If sufficient antiseptic ma- 
terial remains in or on the article, then 
this article becomes an antiseptic with- 
in itself and possesses the property to 
inhibit the growth and propagation of 
bacteria and molds. In other words, 
this article is and remains bacterio- 
logically and hygienically clean. 

The great scientific difficulty in mak- 
ing antiseptic objects or materials lies 
in the choice of chemical substances 
which may or should be employed. It 
goes without saying that these chem- 
ical agents must be non-toxic and non- 
irritating to the human being. On the 
other hand, they must have a high 
toxicity for bacteria and molds. They 
have to be odorless, colorless, stable to 
atmospheric conditions and heat re- 
sistant. Finding a substance to con- 
form to all of these conditions was a 
scientific problem that took many years 
of arduous research work. 


Antiseptized Leather 


Leather is a perfect example of a 
material which under ordinary condi- 
tions harbors and breeds bacteria and 
fungi. Bacteriological tests on phys- 
ieally clean-looking leather prove this 
ther very dirty indeed by revealing 

t is growing or could grow on it. 
ke the inside of a shoe: Germs de- 
ited on the leather immediately find 
mselves in most favorable surround- 

They find plenty of food on the 
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Along the Route of Bacteria Control 


[CONTINUED FROM PAGE 22] 





leather itself; they get additional food 
from the body exudates (perspiration 


of the wearer) and when the shoe is | 


in use, the wearer furnishes his body 
temperature for the making of a per- 
fect incubation chamber where propa- 
gation of germ life can freely take 
place. Is it possible to imagine more 
favorable conditions for infection, sub- 
sequent re-infection, or for odor forma- 
tion? The advent of Antiseptized 


leather puts a stop to all that. Antisep- | 


tized leather means leather treated by a 
scientific process which certain tanners 


have been licensed to use. The word | 
“Antiseptized” has been registered with | 


the United States Patent Office. 


In the first place, the Antiseptized | 


leather is free from germs; secondly, 


it is immune to germ attack from the | 


outside; and thirdly, germs that are 
deposited on it cannot grow or propa- 
gate. It is a bacteriologically clean, or 
hygienically clean leather. 
the health angle, it is a leather which 
prevents the formation of decomposi- 
tion odors and stays fresh, thus basic- 
ally contributing to the maintenance 
of personal daintiness. 
meaning of personal daintiness is 
““tubbed and scrubbed”; in America, the 
land of progress and culture, the mean- 
ing of personal daintiness is fast be- 
coming “tubbed, scrubbed and Antisep- 
tized.” 





Laird-Schober Introduces 
Medium-Priced Line 


PHILADELPHIA, Pa. — Laird, Schober 
& Company has announced the intro- 
duction this Fall of a line of medium- 


priced shoes. In recent years, this com- | 


pany had confined itself exclusively to 
the higher-class market—its shoes re- 
tailing for $12.75 and up. 

The new line of Laird-Schober Shoes 
—selling for $8.75 (slightly higher 
Denver west) is being made by Colella, 
Inc., of Haverhill, Mass. 

Advertising plans for both lines of 
shoes are now being formulated by Mc- 
Kee & Albright, Inc., Philadelphia and 
New York Agency. They call for the 


Aside from | 


The English 


use of national magazines and coopera- | 
tive newspaper advertising in the larger | 


cities from coast to coast. 


J. E. Spain Acquires 
Additional Store 


San Dieco, Catir.—J. E. Spain has 
leased the shoe departments in the 
Walker department store. Dr. Locke 


and the Foot Rest lines will be fea- | 


tured in with a general line of men’s 
and women’s shoes. 

Leased shoe departments are also 
operated by Mr. Spain in San Bernar- | 
dino and Pasadena, with ag nag! nl 
in the Harris & Co. store in San Ber- - 
nardino. 
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This will be the greatest year on record 
for stores carrying Evans Slippers. More 
National Advertising will be used . 

our in-stock service increased. Write for 
catalog showing over 75 in-stock styles. 


L. B. EVANS’ SON COMPANY & 


Wakefield, Massachusetts 
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Rich’s Announces New Set-Up 


[CONTINUED FROM PAGE 29] 
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Full-page newspaper advertisement announcing 


change in shoe 


and basement shoe departments. 

Mr. Gordon said: “Operation gener- 
ally will parallel that by Mr. Thomp- 
son, which was long and su R 
With the exception of the Budget Shop, 
price lines and types of shoes handled 
will be similar to those that customers 
have always been pleased to find at 
Rich’s. 

“We regard the change as only one 
of buyers. We do expect to enlarge our 
service on men’s shoes.” 

In redecorating the first floor and 


department set-pp at Rich’s, Atlanta. 


basement departments similar color 
plans were used and no enlargement 
was made. The first floor shop was 
converted into the salon type, with 
stock removed from view. Several shoe 
cases were added, built into walls and 
flooded with blue lights that contrast 
with feminine effect against rose and 
beige furnishings. 

New carpeting and wall tint is in 
soft rose-beige. Fitting chairs are cov- 
ered in rose-red self-striped fabric. 





Keep Up with Your 
Customers 
[CONTINUED FROM PAGE 35] 


start the school year, they should be 
checked to be sure they are 


beauty” atmosphere to boys and girls. 
A perfect foot contest will add interest. 

Every shoe man (or woman) fitting 
teen-age girls should read “Grace at 
the Awkward Age” in the May issue 
of Good Housekeeping, and give serious 
study to this important angle of shoe 
selection so that you can suggest, “Help 
your daughter to avoid the ‘awkward 
age’ by giving her the grace and poise 
of perfect posture.” 

Dress up the department, using 
school pennants and merchandise dis- 
plays arranged to feature the style or 
fitting qualities of the shoes. One suc- 
cessful store always shows the fitting 
routine used; and having a well-planned 
routine reduces customer disagreements 
to less than one in a thousand, while 
shortening selling time. Such confi- 
dence is valuable! 

You can get the personal angle 
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across to boys and girls with a short 
letter signed by the sales clerk who 
sells them: 


Dear John: 

It’s a mean trick to remind you 
that vacation’s nearly over—but 
perhaps you’ve already heard so it 
won’t be quite so much of a blow. 
If you can spare a little of your 
precious time during the week I 
would like to show you the new 
shoes, just in case you have oc- 
casion to make suggestions to 
Mother or Dad. Just stop in and 
ask for me. 

Cordially Yours, 
(Signature) 


Such a short note can be written in 
longhand on a postcard; be sure to 
have the store name printed, letter- 
head style at the top end of the card. 

If possible, arrange for radio talks 
and personal addresses stressing the 
importance of being sure that chil- 
dren’s shoes are correctly fitted every 
time new shoes are bought, and checked 
at intervals to avoid outgrowing them, 
and so on. Pointers that can be used in 
either ads or addresses include these: 

Seventy-five per cent of children in 
public schools wear outgrown shoes 
according to investigation made in 
Iowa. 

At ten year 53 per cent of children 
have foot troubles; at 15 years this in 
creases to 76 per cent. 

It takes 18 years to grow a pair of 
feet. Most adult foot troubles can be 
traced to early negligence. 

So-called “growing pains” in feet, 
legs or back are a warning of foot 
trouble. 

Toeing outward induces foot weak- 
ness and deformities; toe straight 
ahead. 

Most foot troubles are acquired, not 
inherited. Cheap shoes now, lead to ex- 
pensive foot ills later. 





‘Shoe Committee Meeting 


Postponed to August 1 


Industry Committee No. 6, under 
the Fair Labor Standards Act of 1933, 
for shoe manufacturing and allied in- 
dustries, will meet in executive session 
at 9.30 A. M., August 1, 1939, in the 
Wage and Hour Offices at 939 D Street, 
N. W., Washington, D. C., Msgr. Fran- 
cis J. Haas, Chairman of the Commit- 
tee, recently announced. This meeting 
was originally scheduled for July 25. 

At this meeting the Economic Sec- 
tion of the Wage and Hour Division 
and the Bureau of Labor Statistics of 
the U. S. Department of Labor will 
submit studies of the wage structure 
in these industries. 

The Committee is authorized under 
the Fair Labor Standards Act to in- 
vestigate. the industry and recomm nd 
a schedule of minimum wage rates 
(not above 40 cents an hour) which 
will not “substantially curtail emp oy- 
ment.” 
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Cornerstone Laid on New 
Bata Factory in Maryland 


BALTIMORE, Mp.—The cornerstone of 
the new Bata shoe factory at Belcamp, 
Hartford County, Md., was formally 
laid on Saturday, July 22, by two 
United States senators from Maryland. 
Senators Millar Tydings and George 
Rodeliffe took trowel and mortar and 
put in place the first stone of the first 
factory unit that will be erected on the 
Bata Company’s 2000-acre tract on 
the Bush River. Mayor Jackson, of 
Baltimore, was on hand for the festivi- 
ties and produced a union bricklayer’s 
card to prove that he was entitled to 
be present. 

There were about 200 persons pres- 
ent and the mayor and two senators 
made speeches welcoming the Bata 
industry to Maryland. Jan Bata re- 
plied in a short address. Later Mr. 
Bata played the accordion, and he 
played it rather well, considering that 
he took up the instrument but three 
years ago. He also greeted each of his 
guests personally. He made no men- 
tion of European conditions beyond a 
passing remark that things abroad 
were “troubled.” 

Mr. Bata said in part: “Industry is 
a fairly new human enterprise, being 
about 20,000 years behind such en- 
deavors as farming. I hope that here 
at Beleamp we, in this new Maryland 
undertaking, will approach each other 
with sincerity and understanding, so 
that we will be able to teach the rest 
of the world a lesson in cooperation. I 
am not attempting to preach, but by 
our methods we have built up a large 
business under the worst possible con- 
ditions in Europe after the World War. 
In this new land I hope to keep building 
up this business. In America it has 
been proved such things as automo- 
biles can be exported. We are going to 
prove America can export shoes as 
well.” 

“I have been brought up in this 
country. I do think it is my duty to 
repay to it the benefits of my educa- 
tion and early training. I hope ulti- 
mately that I will employ 10,000 Amer- 
ican workmen here in our modern fac- 
tory.” 

Later Mr. Bata wandered about the 
grounds with his guests. He insisted 
upon informality and refused to wear 
a tie. His hair was disheveled and 
he was in his shirt sleeves. Even dur- 
ing the ceremonies, the place was 
Swarming with workmen and there is 
every indication the first factory unit 
will be completed on time, about middle 
September. 

Besides the senators and the mayor 
of Baltimore, others present were: 
August Klecka, United States marshal; 
Richard C. O’Connell, president of the 
Baltimore City Council; John Hoza. 
William Fuchs and Robert Batrla, of 
the Bata Company; Hooper S. Miles, 
State treasurer; John Atkinson, Her- 
bert Levy, Allan Sauerwein and Rob- 
ert H. Archer, attorneys; Dr. Robert 
H. Riley, state health commissioner; 
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Delegates Leo M. Moore, John E. Clark, 
Marshall T. Heaps and Earl R. Bur- 
kins, of Harford County; State Senator 
of Harford County J. Wilmer Cronin; 
Judges William H. Lawrence, Freder- 
ick L. Cobourn and C. Gus Grason, of 
the Third Judicial Circuit; George D. 
Pennington, former mayor .of Havre 
de Grace; Mayor Frank E. Baker, of 
Aberdeen; Robert O. Bonnell, Balti- 
more banker; Harry D. Bailey, James 
J. de Ran, Harry J. Hess, Frank R. 
Hoffecker and C. Clyde Spencer, Har- 
ford County commissioners; D. Paul 
McNab, states attorney for Harford 
County, and John D. Worthington, pub- 
lisher, of Bel Air Aegis. 





Hall with Collingwood 


Detroit, MicH.—Louis S. Hall, for- 
merly of the Hamilton-Brown Shoe 
Company, is now connected with the 
Collingwood Shoe Company, of Endi- 
cott, N. Y., traveling Michigan and 
Ohio. 





What’s New 


Lighting Unit Eliminates Glare 


GRAND Rapips, MicH.—Grand Rapids 
Store Equipment Company has intro- 
duced a new “Twinray” light unit of 
the direct-indirect type which elim- 
inates glare, yet provides uniform 
illumination. Light is directed toward 
selling areas, and an inner reflecting 
ring redirects a part of the light away 
from the upper side walls of the store 
toward the selling plane. 








The pendant fixture has a bowl of 
spun aluminum with polished con- 
centric rings highlighted by the portion 
of the light which is redirected from 
the reflecting ring at the base of the 
bowl. The inner reflecting ring has 
a surface processed to assure maximum 
efficiency and minimum deterioration 
throughout the life of the fixture. 

The design which is very new and 
modern has met with immediate re- 
sponse. The Electrical Division of this 
company has. also developed fluorescent 
lighting for show cases, wall cases and 
display. 


Dr. O’Flaherty to Study 
Leather Plants Abroad 


CINCINNATI, OHIO—Two months de- 
voted to inspection of leather plants 
there will be spent in England by Dr. 
Fred O’Flaherty, head of the Uni- 
versity of Cincinnati leather research 
laboratory, as the guest of the British 
Leather Manufacturers Research Asso- 
ciation. 

Dr. O’Flaherty will sail August 16 
from New York and will remain in 
England until late in October. In ad- 
dition to paying visits to the larger 
British leather factories and tanneries, 
Dr. O’Flaherty will appear on the pro- 
gram of several English and interna- 
tional scientific groups holding meet- 
ings in London. 

Significant findings of the Cincinnati 
laboratory will be outlined in papers 
by Dr. O’Flaherty before the Interna- 
tional Society of Leather Trade Chem- 
ists, meeting from August 27 to Sep- 
tember 1; and before the British 
Leather Manufacturers Research As- 
sociation early in October. 

Dr. O’Flaherty will represent the 
leather industry of the United States 
at the meeting of the International 
Tanners Council from September 25 
to 29 as the proxy of Merrill A. Wat- 
son, executive vice-president of the 
Tanners Council of America. He also 
expects to attend the English leather 
show in London in October. 

The university laboratory is main- 
tained by the Tanners Council of 
America as the nation’s research cen- 
ter for the leather industry and oc- 
cupies its own three-story building on 
the campus. Dr. O’Flaherty has been 
in charge of this largest laboratory of 
its kind in the United States for the 
last eight years. 

University authorities said today this 
invitation to be the British associa- 
tion’s guest for two months is a tribute 
to Dr. O’Flaherty’s reputation and 
recognition of the notable work being 
carried on in the leather research unit 
of the university’s Institute of Scien- 
tific Research. 

When the laboratory’s building was 
dedicated in 1924, Herbert Hoover, 
then Secretary of Commerce, heralded 


the development as “The most impor- ~ 


tant step made by any of our trade 
associations in the direction of scien- 
tific research for the benefit of an en- 
tire industry.” 


Lighter Hosiery Shades 
For Fall Costumes 


SALT LAKE City, UTAH—Leona Eng 
berg, buyer of hosiery and bags for 
the Walk-Over Shoe Store, 220 South 
Main Street, says, “The trend for black, 
brown, wine and green in ladies’ wear- 
ing apparel for Fall is going to result 
in brightening up the costume with 
lighter hosiery shades than usual. In 
fact, many of the shades worn will be 
but little darker than the Summer 
shades now in vogue.” 
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Beasifeed - Mani is 





SALESMEN WANTED 


POSITION WANTED 


FOR RENT 











WANTED 


Sales representatives to handle our Infants’ 
Pre-Welts as a side line on commission basis. 
Traveling out of Atlanta, Ga.; Dallas, 
Texas, and St. Louis, Mo. Send references. 


THE DURABLE SHOE COMPANY 
PALMYRA, PENNA. 











Wate Se oo men, Shoceastly ex- 
in ing women 
dom Adtves Son 24, Seerln, We 


ME’S shoe salesmen—Outstanding in stock 

line of Men’s $3.00 retailers—also line of 
slippers. All oe open. Commission 
basis only. Can be icting 
line. _ Address #347, care Boot & Shoe Recorder. 
239 West 39th Street, New York giving full 
particulars. 


EXPERIENCED ——— shoe wae, 


omen 
fast novelties, men’s ” boys’, children’s. In 
Stock. Commission. Write 4327 Central Ave., 
Indianapolis, Ind. 


GALESMEN “WANTED for We stern ‘Penne 
vania, Southern Ohio, stern Texas, Okla. 
homa, Arkansas. In-Stock line of formal even- 
ized and dress type street 
shoes. Retail at $3.00 to $4.00.  Salesmen 
with established trade preferred. Strictly com- 
mission. Can carried with non-conflicting 
line. In re renlying gy e references and accounts 
sold. HANNAHSONS SHOE COMPANY— 
HAVERHILL, MASSACHUSETTS. 


sr: 
yoming. 




















LINE WANTED 








A man with 20 years’ experience in 
manufacturing and merchandising 
available for Eastern or Southern 
territory, to represent high grade 
Middle West manufacturer of men’s 
or women’s medium priced shoes. 


Address Ne. 345, Care 
BOOT & SHOE RECORDER. 140 Federal S.. 
Boston, Mass. 

















BUSINESS OPPORTUNITY 





B USINESS OPPORTUNITY — —— and 
opportunity unlimi 


Instructions very 
Write ~rvede a3 E. Watson, Bellefontaine, Ohio. 


ACK MANHEIM WILL TARE COM- 
PLETE CHARGE OF YOUR NDOW 


OF 
PANY, 136 Broadway, New York City. I AM 
READY TO SERVE vOut LET’S MAKE A 
DATE! JACK MANHEIM, WINDOW 
TRIMMER, 218 West (ed Ave., Brook- 
lyn, N. Y. Telephone: Slocum 6-6241. 





ECRETARY of the manager, 27 years old, 
thoroughly experienced (commercially and 
technically), in factories and stores, specialized 
in ladies’ dress shoes and — 
wants change. a #344, care & Shoe 
Recorder, 239 . 39th Street, New York, 
N. Y. 





FRIEDMAN’S 


SHOE STORES FOR RENT . 
Stores beautifully fitted—Axtures for sale 


Lecati as 
New York—2186 3rd Ave., near 120th St. 


Bronx—2935 3rd Ave., corner I52nd St. 
14 East Fordham Road 


Brooklyn—1316 Kings Highway 
5320 Fifth Avenue 
57-05 Myrtle Avenue 
Astorio—3!-!4 Steinway Avenue 
Apply Main Office. 
Telephone: Lehigh 4-5020 

















FOR SALE 








R SALE: Shoe mapeennent in progressive 
store on’ percentage sis in good city on 
Island. Will require capital of approxi- 
mately $10,000 to operate. Address #348, care 
Boot & Shoe Recorder 239 West 39th Street, 
New York, N. Y. 





ISSOLUTION of partnership necessitates 

immediate sale. Favorable location. lon 
store. $100.00 per month rent. tock cash 
equipped, approximate 1200 pair stock 
$2250.00. ommunicate Kay-Jay Shoes, 
Center Street, Rutland, Vt. 





PATENT ATTORNEY 











A 


ited on atk. 
baby r— thy ho Ends and 


reasonable. 











WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518! 

















WE BUY 
Entire or Surplus Wholesale and Retail! 
Stocks. Also randed Shoes such as 


Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc 
IRVIN BUBGIN 
“The House of Jobe’’ 
88 Reade St., Cor. Church 
Phone Barclay 17-7887 New York City 
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ELIABLE sli manufacturer has 
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West. References. care Boot 
& Shoe Recorder, 239 West. F< ye New 
York, N. 
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Buyers of Surplus Stocks 
oe NN ES SE ee Stem 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















The 

mum For all other 
charge, ‘or 

address should be counted. 

The 


CLASSIFIED ADVERTISING RATES 


rate for “Position and Lines Wanted” advertisement is 4 cents 
75 cents. classified advertisements 
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Classified advertising is eat tae 


S@ Advertisements for 


this page must be in our New York office on Friday of the week preceding publication “® 


per word for all undisplayed advertisements. Mini 
the rate is 7 cents per word. Minimum charge, $1 
a box number ics desired twelve words should be added for the address. In 
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Milwaukee Business 
Ahead 10 Per Cent 


MILWAUKEE, Wis.—Milwaukee retail 
sales for the first half of this year, as 
measured by credit reports issued by 
the Milwaukee Association of Com- 
merce, stood approximately 10 per cent 
ahead of the same period last year, ac- 
cording to the organization’s research 
bureau. 

In the six months’ period ending June 
30 the association’s credit bureau re- 
ceived 78,723 inquiries, as against 
65,614 in the first half of 1938. The 
actual gain for the period over last 
year was recorded as being 9.6 per cent. 

Retail sales in the second quarter 
always exceed first-quarter sales. In 
1938 the second quarter stood 20.8 per 
cent ahead of the first, while this year 
the second quarter exceeded the first 
by 23.8 per cent, indicating the sea- 
sonal increase was sharper than a year 
ago, the bureau reported. 

Also the quarter just ended stood 
10.5 per cent ahead of the second quar- 
ter of 1938, while the first quarter of 
this year was 7.8 per cent ahead of 
last year. This again indicates retail 
sales so far this year have turned in 
a sharper seasonal gain than last year. 

For June, retail sales were 11.5 per 
cent ahead of June a year ago, on a 
weighted basis. The actual gain, as 
measured by credit reports, was 18.2 
per cent, but the weighting was neces- 

' sary due to certain promotional activi- 
ties in the retail field. 


i New Neisner 


_ Department Opened 


t EVANSVILLE, IND.— A new and en- 


larged shoe department has been 
_ opened at Neisner’s Store, 417 Main 
_ Street, under the management of Paul 
_ Kirtley, who for many years conducted 
a retail shoe store here. Women’s and 
children’s shoes in popular prices will 
ape carried by the store. 





Harrisburg Business Shows 
6-Month Gain 


HARRISBURG, Pa.—Shoe merchants of 
Harrisburg, in most cases, report busi- 
ness for the first six months of the 
year running slightly ahead of the cor- 
responding period of 1938. 

Indications, most dealers agree, point 
to a good Fall and Winter season. The 
year 1939, they believe, will show im- 
provements in business over last year, 
although shoe men do not expect the 
twelve-month period to be far ahead 
of 1938. 

Walter F. Deissler, manager of the 
Bowman and Company shoe depart- 
ment, said “Business is going slightly 
ahead for the first six months. There 
has been a slight lull, but I believe 
business will pick up soon and I ex- 
pect business for the year will be better 
than 1938.” 

“We had a very substantial increase 
for the first six months of 1938 as com- 
pared to the first six months of last 
year,” Herman Latt, proprietor of the 
two Herman’s Shoe Stores, one for 
women and the other for men, reported. 
“We enjoyed a big season in brown 
and white, and whites, and our Sum- 
mer stock is well cleaned out. 

“The outlook for Fall is very favor- 
able,” Mr. Latt continued. “The more 
conservative styles, and the elimina- 
tion of open backs and toes, makes it 
look as though the shoe merchant is 
going to have a profitable season.” 

B. E. Crego, owner of the Crego 
Shoe Store, stated that “We are ahead 
of last year, and our odds and ends are 
already well weeded out. 

“The future is always unpredict- 
sble,” Mr. Crego added, “but we hope 
to enjoy a good season.” 

E. V. Gens, manager of the Hanover 
Shoe Store, said that “The first six 
months of 1939 have been good, and 
we hare shown a nice increase. We 
have reduced the price of our whites, 
which will stimulate sales throughout 
the remainder of the Summer. The 
outlook for the Fall at present is 
good,” Mr. Gens concluded. 

“We are running ahead by about 
8 per cent for the first six months,” 
Joseph Smith, co-owner of Smith 
Brothers Shoe Store, announced. 
“Every retailer is going to make money 
this Fall because styles will be more 
simple and conservative,” Mr. Smith 
predicted. 

Leonard J. Gray, manager of Book’s 
Shoe Store, said that business was 
“very good up until about the middle 
of June, at which time it took a drop. 
July and August are always poor 
months, but I expect it to pick up 
again in September.” 

Business has been good, S. S. Dun- 
kelberger, manager of the G. R. Kinney 
Store, reported, adding that it showed 
a nice increase for the first six months 
as compared to the corresponding pe- 
riod last year. “The outlook is good 
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Protect your window display from fading with 
the new TRANSPARENT SUN-BLIND. Com- 
pletely transparent, non-inflammable, not af- 
fected by humidity, and eliminates 98.4% of 
the destructive sun rays. The TRANSPARENT 
SUN-BLIND will save in merchandise many 
times their original cost. For information write: 
WALTER ee. Treansperent Sun-Blind 
46 W. 21 St. N.Y CHelsea 2-0257 









No Mis-Mates with Mate Marks 
2450 2450 2450 





Gus V. Wells—686 45th—Des Moines, le 
Sead Free Samples and Prices 
ve . 





and the year should be far ahead of 
1938,” Mr. Dunkelberger said. 

George R. Levin, manager of Kay’s 
Shoe Store, without making a check, 
hazarded that his business was about 
even for the period. He said it was 
hard to make a prediction on future 
trade, but expected business to pick up 
for Fall. 


Shoes for the Fairs 
Given Special Attention 


CuicaGco, ILt.—Shoes for wear to 
both World’s Fairs and for general 
travel wear are being given special at- 
tention by Carson-Pirie-Scott & Co. 
as an auxiliary display in the East- 
West Shop. The East-West shop is a 
special travel clothes department in 
the ready-to-wear section, devoted en- 
tirely to clothes appropriate for wear 
at the Fairs and for travel. Although 
no shoes are sold in this section, the 
display, which is arranged against a 
background of the New York trylon 
and perisphere, includes every possible 
type of tailored and comfort-type shoes. 
Thus it is possible when women select 
a suit, dress or ensemble, to also con- 
sider the type of shoe she also wishes 
to purchase. 































